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fps, Can You Overlook 
% This Evidence? 


The thinking, reasoning, analyzing hardware merchant knows the 


real worth of trade marked products—such as ATKINS SILVER 
STEEL SAWS. 


“Silver Steel” stands out as the hall 
mark for the best saws that brains 
and skill have developed, and be- 
sides, Atkins Saws command a 

price commensurate with 

their quality—a price that 

pays you, Mr. Dealer, a 

fair legitimate profit. 


INTRINSIC WORTH 

That is why Atkins Silver 

Steel Saws have become 

More’n haf th’ fun 3 greater favorites year after year 

it Teast ae vo B in their 70 years of time-tested 
i history. 


Saw with— /’nd o’ 
course it’s an 


ATKINS a caidas ; : 
4 ATKINS ALWAYS AHEAD 


E.C.ATKINS & CO. 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 


Home Office and Factory, INDIANAPOLIS, INDIANA 


Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N.Y. 


Send for Atkins 

1927 Re-Sale Plan Branches Carrying Complete Stocks /n The Following Cities: 

to help you sell Atlanta San Francisco 

more Atkins Silver Memphis New York city Seattle 

Steel Saws Chicago Portiand,Ore Paris, France 
ees awe. Minneapolis ortiand,Ore. = Vancouver, B.C. 
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The first six months of 1927 are over. Our business has been 
satisfactory—not the best business we ever had, but satisfactory. 


And we thank you. We thank every GTD distributor for his 
energy and support during these last six months. Without that sup- 
port it would have been impossible for us to call these last six months 
satisfactory. 


We, therefore, in renewing our thanks, pledge ourselves anew to 
the fundamental GD policy of protecting the distributors of small 
tools. 


We shall continue to protect you from the price angle, and we 
shall redouble our efforts to make our line the most attractive small 
tool line in the country, through our various distributor helps,— 
signs, display stands, direct mail campaigns for dealers, etc.—our 
advertising to the ultimate consumer in which we always stress the : 
importance of the distributor, and by direct selling help rendered 
by our engineers and salesmen. 


SERS 


= ASE 





Once more we thank you. 











GREENFIELD F TAP AND DIE 
CORPORATION 


~ GREENFIELD, t MASS., U.S.A. 





New York—15 Warren St. Chicago—13 So. Clinton St. L i 
Detroit—224-226 W. Congress St. Li 
bey 


Canadian Plant—Greenfield Tap & Die Corporation of Canada, Ltd., Galt, Ontario S 
July 7, 1927 


S. A. Entered as second 
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Stock the Line 


| carrying the 


Least Sales Resistance 


which, in the case of 
DRILLS, CUTTERS, 
REAMERS, TAPS, 
DIES, etc., is the 


MORSE 


One experience with 


MORSE) 


Forged Type High Speed ——- 


DRILLS 


will make a new friend 
for the store that carries 


the MORSE Line. 





15 
& < 
TWIST DRILL & MACHINECO. 


W BEDFORD MASS.U.S.A. 











HARDWARE AGE July 7, 1927 


















How far does the 
Large Hand of Your 
Watch Move in a 
Second’s Time? 


Take out your watch and look at it closely. 
Can you see how far the minute hand moves 
in one second? If your watch is the size 
of the one shown above, the large hand 
moves about one thousandth of an inch in 
a second’s time. 


This slight movement of the minute 
hand, one thousandth of an inch, is a 
common working measurement for 
mechanics. Every day, mechanics work- 
ing with Brown & Sharpe precision 
tools measure to thousandths and often 
to ten thousandths of an inch. 


Our advettising is constantly recom- 











mending to mechanics that they buy 
Brown & Sharpe tools from hardware 
dealers. It is also reminding them that 
the performance of these tools sets a 
standard of accuracy throughout the 
world. 


BROWN & SHARPE MFG. CO. 
Providence, R. I., U. S. A. 


Le 


“World’s Standard of Accuracy” 
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Live Dealers Make 
Good With Their 


Farmer Friends 


The word ‘Service’ was painted on the 
front window of Ketchum and Kleanum’s 
store but it never soaked through the glass 
or worked its way back into the store. 

Since Helpem and Holdem took over the 
business things have changed. They don’t 
seem to work any harder than the other 
boys did but there is something about the 
way they «lo business that makes it easy for 
customers to keep coming back. 

There is no mystery or magic about their 
success. They simply study the needs of 
folks in their vicinity and fit their lines to 
those needs. 


Spread Gospel of the Profits 


They know that what the farmer needs is 
more ‘money—bigger profits. They know, 
also, that there are just two ways to in- 
crease farm profits—to cut down production 
costs and to increase production. 

That’s why one of their first moves was to 
line up with Star Equipment. They knew 
this provided the surest way for farmers 
to increase milk production and cut down 
costs by saving time, worry and work and 
by cutting out costly accidents and diseases. 


Build Prosperous Community 


Each sale of Star Equipment brings a 
profit to the user far in excess of the dealer’s 
profit—and the dealer's profit is a good one. 
It places the farmer in position to make 
other improvements and to buy other things 
that he needs and wants from the hardware 
store. 

Help From Headquarters 


Sales of Star Stalls, Stanchions, Litter 
Carriers, Water Bowls, Hay Carriers, 
Ventilation and Door Hangers are easy to 
make with the active and intelligent co- 
operation given by the manufacturer. 

Trained representatives, experts in their 
line, go right out with the dealer whenever 
called upon. They show the prospective 
user the profit possibilities Star Equipment 
brings them. 


New Features Help the Cause 


Any kind of steel equipment is a good 
investment but recent years have brought 
so many inprovements in Star Equipment 
that it is easier than ever to show its com- 
parative worth. These new features are 
all practical. Their value shows up in every- 
day use. They make the cows safer and 
more comfortable; they cut out work, worry 
and expense. 

One new feature, the Star Rust Shield, 
prevents cow stall partitions from rusting 
off at the floor. It doubles the value of the 
Star Stall by doubling its life. It helps 
make sales. 


Efforts Liberally Rewarded 


Every dealer who makes an effort to find 
out who, among his farmer friends, expect to 
build or equip barns, and tells them the plain 
truth about Star Equipment, is in line for a 
zood volume of profitable business. 

‘A note to the manufacturer will bring 
Me details of a plan-that-works, to get this 
usiness. 

If names and addresses of prospects are 
included they show you how it works and 

makes money for you. 
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Then Love Reigned Supreme 





You'VE ARRANGED TO HAVE | 


STAR EQUIPMENT 
IN YOUR BARN 


INSTALLED 





yqv INSTALL YouR. STAR 
EQUIPMENT — CZ 


>) 
! 





\\ 














YOUR WIFE BAWLS You OuT 
FOR BUYING FANCY FIXIN'S 
WHEN SHE NEEDS A LOT 


” OF THINGS 
at 5 ls ‘Se 





QZ 


anaes) 

ssssessese 4 | Bt eas 
THE COWS SURE 
Do sEEM TO BE 
Don’ BETTER 
DON'T THEY? 


























YOUR MILK CHECKS 
GRow BIGGER and BIGGER 














NOW 


‘can \ AIN'T 
DOLL 
us IT 
A tore, ENCOUR 
AGIN~ 
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Cut on the dotted line and 


mail this ad to nearest office 


Hunt-Helm-Ferris & ‘Co., Inc. 


HARVARD, ILLINOIS 


Industrial Bld¢g., 
Albany, N. Y. 
Established 1883 






The Logical Line for Dealers. 


383 Brannan St., 
San Francisco, Cal. 


1811 E. Seventh St., 
Los Angeles, Cal. 


Manufacturers of 


: ARy r 


Send new catalog and dealer’s proposition to 


SE UREA es Oo en 


Address .............. wisSeaniubaesaogbeonss 
Will Need __] Stalls il non Liss 
Address ............. oe aoe ee - 

Show us how to get this order. R 
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“Thru your Jobber— 
His Service is Economy.” 


off?" Rim 
WRENCHES 





Shelves at rear 

may be used 

for small arti- 
cles, 


Merchandising 
Cabinet No. 1101 
Cabinet 

FREE 





Rim Wrench 


Assortment No. 1700 
Display Board Free 


Commanding the Wrench Field 


on a Moderate Investment 


ILLIONS of socket wrenches and sockets are 

being bought by garages, industrial plants, ma- 
chine shops, railroads, etc., to speed up production 
and reduce overhead. 


Never has the demand been so great as it is today. 


A rich field—and one that the Hardware Dealer can 
easily command if he will only get busy before it is 
too late. 


Where does a wrench user generally go when he 
wants a new wrench? 


To a Hardware Store. To your Hardware Store if he 
is in your neighborhood. 


Rim Wrench Assortment No. 1700 


Fifteen wrenches in the most popular sizes, for the 
rim nuts of Ford ana other cars. Brace section of high 
grade steel. Sockets of tool steel, specially hardened 
for long wear. Strong; durable; smoothly finished. 
Wrenches retail for 50 cents each. List price $7.50. 
Display Board FREE. 


Dealer Net Price $4.50 


Send to us direct for Special Descriptive Bulletin No. 27. 


STEVENS WALDEN-WORCESTER, INC. 
Mfrs. Stevens “Speed-Up” Tools and Walden-Worcester Wrenches 


Worcester, Mass. 


Of course, if you can’t give him what he wants you 
lose out. But there is no reason why you should lose 
out unless he asks for a ‘‘special’’ or a ‘‘freak.”’ 

The two assortments shown above, designed spe- 
cially for the Hardware Trade, put you in a position to 
meet every average wrench requirement on a moderate 
investment! 

That’s an important point. You don’t have to sink 
a fortune in order to get this business. A small out- 
lay gives you absolute command of a broad and ever- 
growing field. 

And when you sell Walden-Worcester Wrenches you 
sell a standard, advertised line—the dependable prod- 
uct of an old-established house. 


Merchandising Cabinet No. 1101 





Eighteen Wrenches, extensi c » etc. 
Forty-one CHROME NICKEL Hex Sockets, 7/16” 
to 1-1/8”. Three Universal Hex Sockets, 1/2”,9716”, 
5’8”. Complete in all-steel Display Cabinet (Cabinet 
FREE). List Price $43.10. 


Dealer Net Price $25.85 





STEVENS-WALDEN-WORCESTER 
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Indiana Steel &Wire Co. 


Representative Jobber 


Retailer 


Jobbers in 83 Cities Stock It 


Prompt Sh upments 
Speedy Deliveries 
Low Freight Costs 


U. S. Poultry Fence is sold ONLY through the regular wholesale and retail channels--- 


never through catalog or mail order houses. 


Representative jobbers in 83 cities stock it. 


Their 


strategic location in the principal distributing centers of the country insures prompt service to 
the dealer at all times. These jobbers carry adequate stocks to meet all normal demands. This 


means speedy deliveries and reduced freight costs. 
enormous factory stocks ready for quick shipment. 


The constantly increasing demand for U. S. Poultry 
Fence is not a matter of chance. It is substantially 
founded on the appreciation of consumer and dealer 
for this suverior netting. 

“U. S. Poultry Fence is the best on the market....my 
customers think the same,” writes one New England 
dealer. 

“Since we started handling U. S. Poultry Fence, we 
have handled no other,” writes a Marshall, Mo., firm. 


“T have handled nothing but U. S. Poultry Fence since 
I first had a chance to buy it....much easier to sell,” 
says an Ohio merchant. 


Back of these jobbers’ stocks are our own 


Thousands of other dealers from Maine to California 
are selling U. S. Poultry Fence only. They find it 
easier to stock, easier to sell and easier to handle and 
cut. They find too, that it builds permanent trade and 
increases profits---that one sale invariably leads to 
others. 


If you are one of the rapidly diminishing group 
not cashing in with U. §., decide now to investi- 
gate further the remarkable gales possibilities of this 
remarkable netting. Ask the U. S. jobbers’ salesmen 
to tell you more about it or write us for samples and 
detailed information. 


This year specify U. S. Poultry Fence---not just ‘“‘poultry netting’’ 


Indiana Steel & Wire Company, Muncie, Indiana 


N\ 


\ 
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Those who use Sand’s Levels} 





The Mechanic Can Truthfully 
“Swear by” a Sand’s Level 


In every issue of the Official Union 
Journals reaching thousands of car- 
penters, masons and bricklayers, you 
will find the story of Sand’s “Factory- 
built-in accuracy” being told the con- 


sumer, 


Sand’s advertising keeps the name 


Sand’s forever in mind. 


Sands Lo Plumbs & Tools 


Sands Levels Tell the Truth. 
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s| Testify that “They tell the Truth” 


That is Why More and More Dealers 


ate Concentrating on Sand’s Levels Only! 


ia 


Truth is one of the greatest virtues a man can possess. It 
establishes faith and confidence—the keystones of business 
integrity. : 


Abraham Lincoln was known to everybody as “Honest Abe.” 
As a lawyer, Lincoln would never knowingly defend an un- 


1 truthful client. 


‘| The Sand’s policy, like their slogan, has always been to make 
Levels that “tell the truth.” That is why so many Jobbers and 
Retailers are dropping other levels and pushing the Sand’s line 
exclusively. 





Sand’s puts every level through a Rocking Test that PROVES 
j its ACCURACY. It must rock from 0 degrees to 35 degrees 
‘J before the bubble in the vials will move from the graduation 
marks. Furthermore, Sand’s Levels afford a clear and full 
vision from all angles which makes the work so much easier 
for the user. 





Sand’s builds Levels to LAST. Selected California sugar 
pine is used in the Wood Levels, and Virgin Aluminum in 
the Aluminum Levels. 


Remember, the mechanic of today is a tool educated man. 
You might just as well try to sell him nails to take the place of 
screws, as to try to sell him an ordinary level to take the place 
of a Genuine Sand’s with its permanent “Factory built-in Ac- 
curacy.” Don’t do it. Protect your customers. It pays. 


Ask any good Jobber to supply you. 


Sand’s Level and Tool Co. 
8629-37 Gratiot Ave., Detroit, Mich. 


Sand’s sole distributors of Stevens line levels! 


Sands Levels, Plumbs & Tools 


Sands Levels Tell the Truth 








Caine. 
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Our large daily 


KELLY AXES 


enables us to fill 



































HATCHETS 










BROAD AXES SCYTHES 
GRASS HOOKS BUSH HOOKS 
MACHETES GRUB HOES 


MATTOCKS ADZES_ PICKS 


PERFECT A 
TEMPER 23 





The Best Known 


and Known as 





THE BEST 

















In the Carpenter’s 
Tool Kit 


Aegaeras 
Cer ct ee 
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production of 


AND TOOLS 


all orders promptly 


The great preference for Kelly Tools is proof that 
they completely satisfy every user. 


Dealers will find Kelly Axes and Tools are rapid 
sellers, for every user is a Kelly booster. 


KELLY AXE & TOOL CO. 


' Charleston, W. Va., U. S. A. 





PERFECT 
TEMPER 
a, ve ae ke “t Y ' f l, I] I y 
| 4 wg . tt AIT Ve | Wilt The Best Known 
Hoa Ah i} if and Kpown as 
WA PTA / 
eo THE BEST 
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Carborundum is the Registered Trade Name 
used by The Carborundum Cornpany for Sili- 
J con Carbide. This Trade Mark is the exclu- 
» ¢ sive property of The Carborundum Company 














The Handipac 
Carton 


Better Package for 





ARBORUNDUM Made Flint Paper is now put up in the new Handi- 
pac cartons. 


It’s the logical, economical way to handle Flint Paper—no waste of stock— 


dirty, torn, cracked or curled sheets—easy to get at—easy to be 


handled—every sheet in every carton instantly reached— 


You simply slide out the box a few inches from the shelf edge, raise the 
split lid and remove the number of sheets required. 


CARBORUNDUM MADE 


REG. U. S. PAT. OFF. 


THE CARBORUNDUM COMPANY 
——— CANADIAN CARBORUNDUM CO., LTD., 
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lee SEE 


The 
Handipac 
Carton 






RAR OR ABCA LENS TUR CNL SIO NC Lot S80 oh nb msec taco 


PRICES IT OEAS ACY ARS amen sclaNteaete 





Packed8 ®S 
Cartons to the 
Shipping Case 






The Handipac Cartons are attractively printed in three colors—and they 

surely do make an attractive spot on your stock shelves. 

You don’t need a container—just set the cartons in your shelves and you 

have not only an orderly stock, but an advertising feature that certainly 

does sell Flint Paper. 

Carborundum Made Flint Paper deserves such a package—it is a Flint 

Paper of superior quality—a clean, hard, sharp, accurately graded Flint, 

perfectly coated on a strong, flexible, backing. 

Your trade will appreciate its cutting qualities and its uniformity. The 

table below shows the way Carborundum Made Flint Paper is put up. 
LIST PRICES 


Carbo Niagara 
No. of Brana Brand 
Grit Sheets 9x11 8%x10% 
00 100 $1.55 $1.40 
SALES OFFICES AND WAREHOUSES IN 0 100 1.55 1.40 
Pe 4 100 1.65 1.50 
New York Chicago ee 15 1.40 1.25 
Boston Philadelphia 1 50 1.10 95 
NIAGARA FALLS, N. Ke Vz. S. A, Cleveland Detroit 2 2 50 1.25 1.10 
Cincinnati Pittsburgh 2% 50 1.45 1,20 
NIAGARA FALLS, ONT. Milwaukee Grand Rapids 3 25 85 -70 
Discounts on application 
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Sterlins Wheelbarrows | 
been noted for their easy 


quick turnover — prompt 
around satisfaction — — now 


RO 


No barrow previously manufac- 
tured has had the advantages to the 
home owner as offered by tie 
Handie-Baro. It accomplishes every 
home wheelbarrow service, and pre- 








al 





sents a convenient, light, service- 
able, and attractive tool, in place of 
the ordinary heavy, cumbersome, 
and _ unattractive back-breakers 
which have previously been offered 
for home use. 


SPECIFICATIONS A Barrow packed in a carton. Pro- 
Distributors a ” ee tected from damage and dirt. 
New York, . Y......Sterling Wheelbarrow wheel. ainte re an 
RS gg black and varnished. Weight Cheaply stored, handled and de- 
Gianger ties... Sterling Wheelbarron Co 34% Ibs. Size over all 23”  livered. The complete barrow is 
i Missacowe c ritzlaff c Co . IU ” . 7 
Milwaukee, Wis. ....Frankfurth Hardware Co wide, 50” long, 24” high. You etihien tint 
Escanaba, Mich....... Delta Hardware Co. d li = a} th t y- 
St. Louis, Mo........ Sterling Wheelbarrow Co. @liver it in the carton. 
Ric — ve sapiens nk, Cc 
Richmond, B..rcrcce chmonc e Co 
Roanoke,” va.<°.0.0.: Nelaon Hantware Co. Large stocks are carried at the factory and 
Nashville, Tenn...... enh noe ar ox 
Little "Rock, he om Bros. . ia ; accept no 


New Orleans, 
Duluth, Minn 
Topeka, 
Dallas, 


. Worth, Texas 
Houston, Texas....... 
Spokane, Wash 
Seattle, 
San Francisco, Cal.... 
Los Angeles, Cal.... 


.. Stauffer, 


Eshleman & Co., Ltd. 
Kelley- How-Thomson Co. 

A. L. Thompson Hdw 
Huey & Philp Co 
Clifton- St son Hdw. Co. 
E. L. Wilson Hdw Co. 
Nash naw Co. 

F. W. Heitmann Co. 
Holley-Mason Hdw, Co 
Schwabacher Hdw. Co 
Baker, Hamilton & Pacific Co 


Co 


STERLING WHEEL. 
MILWAUKEE | 


. Union Hdw. & Metal (o. 




















Pal 
§ 
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—a wheelbarrow for the home 


and garden—sold “‘K-D’’ in a 
carton. 


This is something real new in wheelbarrows. There has 
always been a demand for a small compact handy barrow 
for the home and garden use. Every requirement of your 
trade can be filled with a HANDIE-BARO. 


The HANDIE-BARO is a scientifically designed wheelbarrow of 
greater strength and more attractiveness. It has the same capacity 
as other garden barrows, but its load is so balanced over the wheel 
that with a 200 pound load only 36 pounds comes on the handles. 


A feature not found in any other barrow—this is an advantage 
that will greatly appeal to your trade. As suitable for operation 
by women, or even children, as it is by grown men. 


The Sterling HANDIE-BARO comes to you complete, in knock- 
down form, in a compact sealed carton, which you deliver to your 
customer—it is easily set up. It weighs but 35 pounds, and takes 
up but little room. 

Aside from the sales value of the HANDIE-BARO, it offers you 
a distinct saving in that a large number of wheelbarrows can be 
stored in a small space, and in this compact form, freight and cart- 
age expense is reduced to a minimum. The saving on this low 
handling cost, which the HANDIE-BARO gives you, is added to 
the unusual good profit that this barrow carries. 


Write for prices and literature at once. 


several warehouses for immediate shipment 
substitute’ 

BARROW COMPANY 
—~ = WISCONSIN 


A Barrow packed in a carton. Protected from 
damage and dirt. Cheaply stored, handled and 
delivered. The complete barrow is within the 
tray. 

The above illustration shows how easily HANDIE- 
BAROS can be packed—here’s 100 HANDIE- 
BAROS stored on floor space 6 ft. x 6% ft— 
some saving! 


Dealers who want to get the most 
out of their wheelbarrow sales 
with a minimum of sales effort 
and capital invested should sell 
the Sterling line—there’s a big 
reason why—consult your nearest 
distributor. 


Jobbers and distributors of hard- 
ware, contractor and allied lines 
should have before them the 
Sterling proposition—ask for it. 


Write today for complete catalog, 
prices and discounts. 


ationally advertised) have long 
selling — good profit margin — 


| factory service — and general all- 
_here’s the latest profit making barrow 
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Its a 


No.11B 











































































































Chisel 





No.l 






Pipe 
Wrench 





Screw 
1819 You can assure your customers that if “it’s a Driver 
PEXTO” you have sold them a tool that is of 
highest quality, fully guaranteed as to work- No.15 
Original manship and material and a tool that is de- 

Snip signed to do properly the work for which it is 


intended. 
Drawknife 

The PEXTO line covers a great variety of 
Mechanics Hand Tools, and if you do not have Expansion 
our No. 26T Catalog on your desk or in your file Bit 
we would be glad to furnish ‘you with one. 





The Peck, Stow & Wilcox Comp:iny 


Southington, Conn., U'. S, A. 


Worth While Cools 


No.8010D 
-No100 No.45 7 P id ; 
Wrench Wate Brace Pliers 
































July 7, 1927 HARDWARE AGE 17 








Ask Your Jobber About This 
Novel Sales Plan 


S/ 7 D/A y \ IDS 
Yf 
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Here is an opportunity for you to in- 
crease your file sales, and consequently 
your profits. It makes your store a 
partner in an energetic consumer adver- 
tising campaign, which is putting over 
the 


SIMONDS 


Special Hand Saw 


FILE 


It aids you in getting your share of this 
business now being turned towards 
hardware stores throughout the coun- 
try. Thousands of carpenters and saw 
filers are asking for this new and more 
efficient file. There is no other file like 
it on the market. Dealers are stocking 
and selling it fast. 







































STE 


Ask your jobber’s salesman to explain the novel selling plan that is back of this file. 
He has all the details and can show you how it makes more sales for you. 


Link up your store with this plan. It’s new and logical. 


SIMOND 


Saw and Steel Company 


Hardware Department Fitchburg, Mass. 
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Immediate Shipment from Stock 











Among the Thou- 

sands of Items 

Listed in Catalogue 

No. 9, are: 

Screw Clamps 

Wing Nuts 

Thumb Screws 

Turn Buckles 

Clevises 

Swivels 

Malleable Body 
Irons for Bus, 
Passenger Car, 
Truck and 
Trailer 

Saddlery and Car- 


riage Hardware 


R ble Quantities always in stock for immediate shipment. Prices are consistent 
with Quantity Production and Eberhard Quality. 


Send for copy of Catalog No. 9 


EBERHARD MANUFACTURING COMPANY 
2734. Tennyson Road Cleveland, Ohio 
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_———————— 












Monmouth Beach, 


N. J. 








IFT Y-FIVE years of veloci- 
pede building, with its simi- 
lar engineering and production 
problems, laid the foundation forthe 


beautiful Gendron Sidewalk Cycle. 


Look elsewhere if you will, but you 
must inevitably recognize the higher 
principles of construction so truly 
apparent in everything Gendron. 















See on the back page the special construction 
features that place this popular cycle head and 
shoulders above the others; and don't lose this 
splendid opportunity to write for the new 
Gendron art catalog... . .. address... . 


THE GENDRON WHEEL COMPANY £ 


TOLEDO, OHIO 
New York Office: 7 E. 17th Street 











fler 55 years ~ ~ 
still is leader 






























The “Los Angeles” | 
America's only Di- | 
rigible, cruising over | 
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5 VERBICQLEAES «8 THE GENDRON LINE ~9° ONLY FIVE SHOWN HERE 
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mechanical and structural features of a 
fine bicycle. Strong malleable castings, 
brazed joints, and rear stays of heavy steel 
are the backbone of the vehicle. 


Twelve or fourteen inch wheels with tangent 
bicycle spokes, operating on standard bi- 
cycle hubs and bearings. Heavy cushion 
rubber tires (not pneumatic) with corru- 
gated tread. Rear wheel has bicycle type 
chain adjuster. 


IONEER Sidewalk cycles have all the * 


J he world famous New Departure coas~ 
ter brake is available on three models. 
Everyone familiar with bicycle construc- 
tion needs no introduction to this justly 
praised feature. A Pioneer Sidewalk 
Cycle, New-Departure-equipped, is an 


ideal selling combination. 















Here is a great seller. A child can ride this who 
cannot maintain balance on a two-wheel ve- 
hicle. Little brother or sister can also accom- 
pany therider. The side car is rigidly connected 
and will stand a good weight. 


This Gendron Cycle seat has a double coil spring saddle with 
padded top, covered by genuine leather, to which is attached 
a leather tool bag of generous capacity. 


The Pioneer Line of Great Unriety 





No. 7 Wheel Barrow 








No. 227 Pioneer Flyer 


‘Pioneer Line” 
“Vehicles for Children 
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To help you sell more 
of a better product 


1. 


A new, attractive counter display for 
the popular No. Sc917-—4'2'" Safety 
Hasp. Each hasp is packed in its own 
box with proper screws; twelve 
boxes in a carton. 


Theswivelcatchlatches 
the door—no need fora 
stick or peg to fasten it. 


- When fastened, all 


screws are concealed 
and cannot be removed. 


. The adjustable feature 


of the staple takes care 
of any warping of the 
door. 





Selling Points of the Stanley Safety Hasp No. Sc917 


4. Vertical position of sta- 


ple allows padlock to 
lie flat against door. 


- No. Sc917 is made in 


three sizes, 314,42 and 
6 inches. Each size is 
packed one in a box 
with screws. The dis- 
play carton is made for 
the popular 41%" size 
only. 


THE STANLEY WORKS, NEW BRITAIN, CONN. 
New York Chicago San Francisco Los Angeles Seattle 





STANLEY 


SW, 








Put this new carton on 
your counter. It will 
sell more hasps for you. 








STANLEY HARDWARE 


MADE OF STANLEY STEEL 
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Distinctive 
Children’s 
Vehicles 


Since 1887 




























Everything On Wheels 
For Children 


Scooters 
Velocipedes 
Automobiles 
Coaster Wagons 
Express Wagons 
Tot Bikes 

Hand Cars 

Toy Auto Trucks 
Race Cycles 


SALES OFFICES 


NAG. Ferguson Co., 215 Fourth Ave. Properly selected, velocipedes form the heart of any 

ey re hs dealer’s stock of children’s vehicles. You should buy 
PHILADELPHIA Third St them with more care than any item in that depart- 
BALTIMORE _ ment. The Toledo Blue Streak Line is so wonder- 
—— fully complete that you can assort your stock to 
B.... Ezekiel Co., 27 Haymarket St. suit your exact needs. 


Theo. J. P. Maus, 212 Tabor Bidg., 


— 42 Styles to Select From 


C. S. Unna Co., 525 Terminal Sales 


SAN FRANCISCO Including Four Complete Lines 
LOS ANGELES of Tubular Velocipedes 


Theo. J. P. Maus, 418 Wilcox Bldg. 


No need to buy just ‘‘some velocipedes”’, for the 1927 
Blue Streak Line offers every worthwhile combina- 
tion of specifications. 


From the most inexpensive steel tired vehicle to the 
most elaborate tubular velocipede with ballbearing, 
tangent spoke wheels, balloon tires, motorbike 
saddle, tool bag, tools, bell, fender and complete 
equipment, every number offers maximum value. 
Ask for catalog describing this profit making line. 


he TOLEDO METALWHEEL C0. %ledo, 0. 


Distinctive Children’s Vehicles Since 1887 — 




















bs 
:] 
se 





Pe tir aoa 0 





July 7, 1927 





HARDWARE AGE 








The two Advertisements above are reproductions 
from Class Publications which appeal to Mechanics 


The great problem in retail merchandising is to 
bring buyer and seller together. 


ARMSTRONG advertising has succeeded in estab- 
lishing this contact. It has reached far and wide, 
covered the field of Pipe Tool Users thoroughly, 
sold mechanics on GENUINE ARMSTRONG 
quality and directed them to a nearby dealer. 


The advertisements reproduced, (in part), above 
are typical examples in a campaign that has been 
most successful. They have promoted sales and 
maintained good will for hundreds of dealers who 
stock and display “The Genuine ARMSTRONG 


Line.” 


Please order from your Jobber instead of sending to us 


The Armstrong Manufacturing Co. 
Our Only Addresses: 
Main Office and Factory: 
Bridgeport, Conn. 

New York Office: 181 Lafayette St. 





ARMSTRONG’ 





TOOLS AND THREADING MACHINES 





We HAVE Told Them—Have You SOLD Them? 












fle 88S 


Bo 


wea 


| 
: 











24 











{—L No. 40 





HARDWARE AGE 





PEERLESS LE 
QE ly, 
“ too.® co. < 
PEERLESS 
PAT. DEC. 3, 1918 


AUG. 22,1922 
STERLING, ILL: 









Guaranteed Accuracy 


The word “accurate” is heard so often 
nowadays, that it hardly makes a real im- 
pression. You will make a greater im- 
pression on your customers, if you can 
tell them the product you are selling is 
guaranteed to be accurate. 


PEERLESS 
LEVELS 


are guaranteed to be as accurate as levels can 
be made. Mechanics know that only an accu- 
rate level will enable them to do good work-— 
that’s why guaranteed Peerless levels sell easily. 


Peerless Levels are also easy to read. The large 
white openings and the clear permanent mark- 
ings insure a quick and positive reading under 
the most adverse conditions. 

There are many other reasons why Peerless 


Levels are fast moving and consistent sellers. 
Let us send you complete details. 


The Peerless Level @ Tool Co. 


Sterling, Illinois 


WIEBUSCH @ HILGER, Ltd. 
EXCLUSIVE SALES REPRESENTATIVES 
106 to 110 Lafayette Street 
NEW YORK CITY 


July 7, 1927 
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Here’s one thing about | 


Corbin Hardware that 
means a lot to Corbin dealers 


HO would have said ten years 

ago that there would be sucha 
vogue for Colonial homes and hard- 
ware? Yet as soon asthe demand came, 
Corbin met it. They were among the 
first to announce a complete line of 
Early English and Colonial Hardware. 
Now they offer a complete line of hand- 


‘forged Colonial hardware in iron. 


Corbin is ever alert to see that you 
have the hardware your customers are 
asking for. The Corbin line is complete 
—and it is kept complete. With your 
help and suggestions there need be 
no single item you cannot supply your 
customer’s needs. 

And to see that every- 
one who buys hard- 
ware is kept informed 
of the latest news in 
hardware, Corbin ad- 
vertising appears each 


month in— 
Saturday Evening Post 
House and Garden 
House Beautiful 


Country Life 

National Geographic 
Literary Digest 
reaching over five and a quarter mil- 
lion families. Your customers know 
Good Hardware—Corbin. Do they know 
you are their Corbin dealer? If you 
are going to sell Corbin Hardware, as 
well. as carry it, you 
will have to advertise 
to your prospects. 


These two electros of our 
July advertisement are 
ready for you to use in your 
local newspapers. 














Good Buildings Deserve 


If your home ce!ls for Colonial 
Hand-forged Hardware iniron... 
Corbin can supply that too 


A truly Colonial doorway is known by the hinges that 
gracefully swing it . . . by the latch that gives it picturesque 
security ... by the knocker that suggests hospitality and 
welcome within. 


You can give your home an 
old-time charm and quaint- 
ness with this new Colonial 
hand-forged iron hardware 
by Corbin. 


A newsy booklet we’ll gladly 

= send you tells all about it. 

Better still, see this interest- 

ing hardware at any Corbin 
~y dealer’s. 


P. & F. CORBIN 


oes SINCE 1849 
NEW BRITAIN, CONNECTICUT 


New York Chicago Philadelphia 
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—— by the keenest 
buying brains in the country 


A& originators of the Tubular and 
Clinch rivets and with a record of 
more than fifty years of successful ac- 
complishment behind us, we know that 
this product cannot be made better or 
priced fairer than we make them and 
price them. 


TRACT TTT 


TUBULAR RIVET & STUD 
cetera COMPANY — 


Postal Telegraph Building 


San Franciseo, California B Oo S TO N 3 


to 
O, 
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Any customer will be easily convinced that its neatness and com- 
pactness is the most systematic manner in which to keep drills 
in order. 

Drills formerly strewn here, there and everywhere in the shop 
will always be within easy reach when the case is used. No lost 
time looking for misplaced drills. And no more upsetting of the 
shop during the hunt. 

A sale of a Standard Drill Case 68-11 is more than a sale. The 
Case will keep the name of the Hardware Dealer in the drill-user’s 
mind when he needs new drills. Therefore, it stimulates repeat 
orders. 

Taps also can be kept aad 
in this case. 

These cases are arranged to carry in the compartments of the 
different drawers a small yet complete stock of the most salable 
sizes of the following tools: 


Po gy St 0 ts to % In. Inc. 
ES POE Ores rer re eer ee ¥% to ¥% In. Inc. 
re eid cre ee Ek Sos eee Ow eee dk O40 wre ei % to % In. Inc. 
EE, Is IPOD 6s ciate ces ces sews odes veceneecctone No. 4 to No. 10 Inc. 
TM ce. aos. 5 6 0 Ba uin|e 95's a uals 6 04 ¥in sie See a eee fs to fs In. Inc. 
Se re Da as aaah oie bsclan Wve Rb aie Rp bide Ack bre 84 'S.a\ gto 1% to \% In. Inc. 


ROUND DIES 1 In. O. D. FOR ABOVE HAND AND M. S. TAPS. 
Made of Oak-Varnished with Gloss Finish. Individually crated. Dimensions— 
Approximately 20 in. wide, 12 in. high, 15 in. deep. 


THE STANDARD TOOL (10 


CLEVELAND 
New York: 94 Reade Street Chicago: 552 W. Washington Boulevard 
Fredk. Pollard & Co., Ltd., London and Leicester, England : Paris, France—Burton Fils 








ESSENTIALTO EVERY DRILL-USER = 








All Our Tools 
Are Stamped With 
the Shield Brand 

Trade Mark 
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Yale Leads in 
Sales Helps 


The Yale Sales 
Helps shown 
here are a few of 
the many sup- 
plied to dealers 
for customer 
distribution. 










iL mene 
« New YALE 192 
DEADLOCK 


Use these at- 
tractive fold- 
ers to get and 
hold business. 











When They Ask for 
the Utmost in Protection — 


Sell Them YALE Deadlocks and Deadlatch 
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Yale No. 44 Deadlatch 











/ 


i 


When a customer asks to see a lock— 
he is not thinking so much of the actual mechanical 
device you are going to show him as he is thinking 
of all he holds most sacred and most dear, his home. 


He is not really thinking Jock—he is thinking protec- 
tion. 


If what you sell him 


gives him this protection he seeks— 
keeps out what he wants to keep out, 
and safeguards what he wants to safeguard— 


then you have done your full duty as a merchant and 
you have helped him do his full duty to his home. 


In emphasizing the three wonderful locks shown here, Yale 
No. 192 Rotary Bolt Deadlock, Yale No. 44 Automatic Deadlatch, 
and Yale No. 10 Steel-Bar Deadlock, Yale hopes to remind mer- 
chants that this well-known reassuring name in the trade stands 
for all that true protection possibly can mean, both from the point 
of view of ingenuity of mechanism and integrity of construction 
throughout. The name Yale helps make the sale. 


Let us provide you with sales helps for 
building your future sales on these locks. 


The Yale & Towne Mfg. Co. 
Stamford, Conn., U.S.A. 


Canadian Branch at St. Catharines, Ont. 


YALE MARKED IS YALE MADE 


Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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Millions 
and Millions 


of People are Pushing 


BOMMER SPRING HINGES 


when opening doors 





Follow the line of least resistance 
Stock and Push Them 


Copyright 1927 by Bommer Spring Hinge Co., Factory and Offices, Brooklyn, N. Y., U. S. A. 
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ATLAS 











Certainly your customers count! They 
must be pleased. They also count the 
other way. They know the ditterence 
between half-empty tack and nail 
boxes, and full count per pound. They 
want tacks and nails; not, so many 
pounds of iron or steel. 


AN _DO YOUR CUSTOMERS COUNT? rN 
| | 


Atlas Tacks frequently show a favor- 
able difference of 10 to 30 per cent in 
the count per pound. They are prop- 
erly designed and cost more to make, 
BUT they are what your customers 
want—THE GREATEST NUMBER 
of TACKS PER POUND. Make a 


comparison and see! 


When you can get the highest quality 
without paying more for it—WHY 
NOT? Send foracatalog. Your Job- 
ber can supply you. 


Atlas Tack Corporation 


Fairhaven, Massachusetts 
and St. Louis, Missouri 
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No. 76 
and 176 


No. 74 
and 174 


These pulleys 


will pull sales your way 


TACKLE or awning, screw and side... 
Sargent pulleys come in a great variety of 
sizes and shapes. No matter for what pur- 
pose or requirement a customer needs a 
pulley, just the one he wants is in the 
Sargent line. 

The wheels in Sargent pulleys are full 
sized, according to the stated dimensions. 
They run smoothly and evenly. The tackle 
and awning pulleys for outside use come in 
two finishes, japanned or galvanized. They 
are made with single and double wheels, 
with and without swivel eyes. All other 
Sargent pulleys are heavily japanned. 


Sargent pulleys are strongly made, du- 
rable and sturdy. Side pulleys, for example, 
usually show a tendency to pull apart when 
they are in two pieces. To prevent this, 
every Sargent side pulley is cast in one 
piece. This makes it a solid, single unit, 
that has as much strength and power as the 
ordinary tackle pulley. 

All Sargent pulleys, like the side pulleys, 
are built to withstand abuse. Their steadi- 
ness, strength and easy action make for 
satisfied customers. Write for particulars. 
Sargent & Company, Hardware Manufac- 
turers, 29 Water Street, New Haven, Conn. 


SARGENT HARDWARE IS PRICED AND PACKED BY THE DECIMAL SYSTEM 








SARGENT 








LOCKS AND HARDWARE 
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offers 


PROTECTION 


—for your home 
—for your business 


QUALITY PRICE SERVICE 

















COMPLETE 
SECURITY 


turned. 


knob. 












for Homes and Dealers 


Sell the Ilco No. 202 


Night Latch and secure a satisfied customer who 
will help you sell the whole ILCO line. Most 
front doors have glass panels that can be easily 
removed by an expert yegg, and the inside knob 


Turning the key in this ILCO model once back- 
wards dead-locks both the bolt and the inside 


Send for Our New CATALOG No. 8 


CD INDEPENDENTIOCKCO.Q> 


72-80 Winter St. 
FITCHBURG, MASS., U. S. A. 


BRANCHES 
183 West Lake Street 23 Warren Street 2109 Cass Ave. 
Chicago, Ill. New York City Detroit, Mich, 
17 North Fifth Street 121 2nd Street 406 Wall Street 
Philadelphia, Pa. San Francisco, Cal. Los Angeles, Cal. 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 
Knob Sets, Key Blanks, Auto Switch Keys, Hardware 
Specialties, Key Cutting Machines, Etc. 

















Key Blanks. We are considered specialists in this line and a standard 

source of supply for locksmiths and dealers. High grade material and 

careful workmanship are outstanding features of these products. 
Cylinder, Flat Steel, and Malleable iron Key Blanks. 
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| Month after month Bassick Advertising follows these 


~ 2 2 5 great publications into 5,000,000 homes— 
Y/f making profits for someone. You? 











ee 


YW 





la ~ ae. beds and bureaus—under all sorts of furni- 


ture—all over town—lies PROFIT— 


y 

y A ae Broken down, inefficient casters to be replaced. Casters 

f e fe, that have taken their toll in ruined furniture and ruined 
mw floors— 


Bassick Advertising is rooting out PROFIT opportunities 
for you—telling the story of Better Casters by Bassick. 


17 Easy starting—easy turning—easy rolling Bassicks. 


Quiet—safe rolling Bassicks. 


y 4 ; Millions have learned, millions are learning that Bas- 
sicks save labor, floors and furniture. 


Here, then, is opportunity for you. 


™ Casters 
The BASSICK COMPANY 
(A Division of Stewart Warner) 

BRIDGEPORT, CONN. 


Reg. U. 8S. Pat. Off. 










Ny 

\i/ 
it 
F 


4 


i= 


feo 





— 
| 


—a 


& For thirty-one years the leading makers of Better Casters 
i for home, office, hotel, hospital, warehouse and factory 
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~~(CHICAGO)~- 
SPRING HINGES 


ihe Ra. 
‘Seat 











Selected for 


The 


World’s 
Greatest Hotel 


THE STEVENS HOTEL 
3000 Rooms CHICAGO 3000 baths 


Recognition 


The selection of the equipment for 
buildings of. this character and magnitude, 
indicates recognition of quality, durability 
and efficiency. 

Among other large hotels equipped 
with Chicago Spring Hinges are 


Drake Hotel, Chicago Commodore Hotel, New York 
Blackstone Hotel, Chicago Biltmore Hotel, New York 
Palace Hotel, San Francisco 


Send for Catalogue H-42 


Chicago Spring Binge Company 
CHICAGO NEW YORK 
U.S. A. 


Triplex Type Hinge 
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The calendar that 
reminds your customers of 
the tools for the month — 


TRUE TEMPER =e" 


branded on the handle of every genuine tool 





HERE are distinctly different “sets” or groups 
of tools needed on the farm and in the garden 
“each month of the year.” 


Our advertisements to the farmers and gardeners 
of the country feature the appropriate group for 
each month. They are planned solely for the 
purpose of helping your customers do a better job 
with less effort and in less time. 


Our advertising is completely wasted if you do 
not have the tools for the month in hand. 





Write for one of these calendars, and for a 
copy of our book which explains how you 
can make “More Profits, every month in the 
Year.” Then you will get your share of 
the returns from our national advertising. 
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THE AMERICAN FORK & HOE COMPANY 


General Offices — Cleveland, Ohio 
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Coldwell Dependable 
Hand Mowers 


Shown in picture on right is the 
Imperial Roller Bearing—recog- 
nized as the finest hand mower 
ever built—bar none! From its 
bottom knife of finest crucible 
steel to its natural maple handle 
it's built for performance and 
permanence. 


Note these features and point them 
out to your customers: 

Hyatt Roller Bearings; Self oil- 
ing; five keen blades of hardened 
crucible steel; malleable hangers 
and flanges; all shafting of cold 
rolled steel. 


And don’t forget to mention the 
Coldwell guarantee of satisfac- 
tion which accompanies each and 
every Coldwell Lawn Mower. 


S 
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Choose the Leader! 




















Coldwell Electric 
Lawn Mower 


The only Electric Lawn Mower 
and a seller of the highest mag- 
nitude. Nets you a good profit 
—saves its users time, labor and 
assures them of  well-trimmed 
lawns. Easy to run as a vacuum 
cleaner. All the operator has to 
do is steer it. Plugs in on any 
electric outlet. Unsurpassed for 
boulevard parkings. 





OLDWELL Lawn Mowers are the accepted 

standard of dependability and of value. That's 
why they set the pace in sales. So why not choose the 
established leader? Make Coldwell success your 
success. Gain the prestige and profits of handling 
the largest selling lawn mowers in the world. 


Another advantage in handling Coldwell Lawn 
Mowers :—You have a complete line of dependable 
mowers—hand, horse, gasoline and electric. A 
mower for every purse and purpose! Moreover, you 
can sell any Coldwell Lawn Mower with complete 
confidence that it will give efficient, repair-free, 
economical service throughout the years. 


The Coldwell proposition is unbeatable. 
Soon, a Coldwell salesman will be around 


to explain it. 
Gasoline 


“= COLDWELL:::: 


DEPENDABLE LAWN MOWERS 


COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 
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NY one can make extravagant claims for any product, whether 
they be justified or not. But when it comes to quality of 
design, construction and performance, De Laval Separators 

and Milkers cannot be approached. 

Therefore the best and easiest way to sell De Laval Sepa- 
rators and Milkers is to show how ‘they are made and what they 
will do. “Skimming the skim-milk’”’ with a new De Laval, or 
milking the hardest milkers with the De Laval Milker, will make 
more sales in less time than any other method. 


The New 1927 Series De Laval Separators are meeting with 
wonderful success—users and dealers alike are pronouncing them 
the world’s best. 

At this season your farmer customers are too busy to come 


to you. To get their attention you must go to them. Country 
ing is the one best way to sell the one best line of cream sepa- 


rators and milkers. 
Splendid opportunities for live-wire dealers. 


The De Laval Separator Company 


37 


An Ounce of Seeing and Trying 
is Worth a Ton of Talk in Selling 


De Laval Separators ana Milkers 


NEW YORK CHICAGO SAN FRANCISCO 
165 Broadway 600 Jackson Blvd. 61 Beale Street 
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Ball Bearings— 


Established 1879 
































This is “Mike” 
who for twenty- 
five years has 
had charge of the 
grounds at Oak 
Grove Cemetery, 
Springfield, Mass. 


He says this about the new Automatic with Fafnir 


“The best mower I ever had, and the easiest to run” 


Write for illustrated catalog and prices 


BLAIR MANUFACTURING CO. 


SPRINGFIELD, MASS. 


BLAIR Drawcut LAWN MOWERS | 
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GREETINGS! 


The Cleveland Stone Company takes pleasure in 
offering to The National Retail Hardware Asso- 


ciation greetings at its twenty-eighth annual con- 





vention. 


Of all the retailers present at the convention it is 
doubtful if there is one who does not handle 
“Cleveland” Grindstones for there is not a 
product in the hardware field with a more inten- 
sive distribution than ‘‘Cleveland” Grindstones. 






We are proud of this wonderful standing in the 
hardware field and we take advantage of this 
occasion to thank the hardware trade for this 
splendid record which covers three generations. 


eutgecout Line 







The Symbol 
of Beiter Grinding 


THE CLEVELAND STONE COMPANY 
Cleveland, Ohio 
283 Front Street, New. York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 










HARVEST KING 









Frame of heavy angle steel 
1%” x 1%” x \%”", strongly 
braced and is equipped with 
our standard high grade se- 
lected ‘‘Cleveland’’ Grind- 
stone. Shipped folded com- 
plete, stone crated separately 
to save freight. 


STERLING 





light running, 
mounted with a “Cleveland” 
Grindstone, genuine Berea 
or Lake Huron grit, which 
we alone manufacture. 19 to 
22 inches in diameter. 1%” 
to 2%” thick. Frame can 
be set up in a jiffy-—merely 
by manipulating one bolt. 
Shipped knocked down and 
crated. 


Substantial 


A CLEVELAND STONE COMPANY PRODUCT 


WILL DO THE WORK—-DO IT WELL 
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DIETZ lanterns in 
your stock- good for 
dollars any time! 


DOLLAR BILL is always good for a dollar —It has KNOWN 


value. 
The same can be said of Dietz Lanterns. 
Moreover—Dollar Bills are always in demand—and so are Dietz Lanterns. 


Because of known value and unfailing demand most hardware merchants 
sell Dietz Lanterns exclusively. 


R. E. DIETZ COMPANY, NEw YORK 


Largest Makers of Lanterns in the World—Founded 1840 
Output Distributed Exclusively Through the Jobbing Trade 
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have her look at it 


Here at last is a family electric waffle baker 
that is trouble-free and trouble-proof. It is a 
Griswold. Built for solid service. Made of pure 
cast aluminum, with no ornament, no filigree any- 
where to catch batter or make cleaning difficult. 
Just compact roundness for superb dining-table 
service! And medium-priced. 


Show your customer how the simplicity of 
this Griswold Family Electric Waffle Baker is 
concentrated on supreme baking. Deep moulds 
on top and bottom, so that waffles need lose no 
tenderness through having to lift the lid through 
pressure. Moulds heat evenly, quickly, surely, 
with 330-watt units that won’t burn out in a 
hurry. They last. You aren’t called upon cun- 
stantly to make repairs. 


The waffle pans and units are thoroughly in- 
sulated from cover and base. Heat flows directly 
into the waffle moulds. In 10 minutes they are 
hot enough for baking. Waffles bake on both 


GRIS$ 


Reg. U.S. 





sides at once in 2’ minutes each, after the first 
waffle. They get as yellowy-crisp on the edges 
as through the center. The cord has switch for 
convenient shutting off of heat. 


A little cold’ water before the first baking of 
the first waffle cures the Griswold Baker for all 
time. The Griswold need never be washed; nor 
greased; nor oiled. It is ready—always—for 
fast, perfect service. (The Griswold Aunt Ellen 
Waffle Recipe is free with each baker) ... 
Griswold quality, the Griswold guarantee back 
of this Baker, make it inevitably a seller. It is 
equal to any $15.00 Waffle Baker on the market, 
but sells for considerably less. Write for prices. 
Better yet, order a sample today from your 
jobber, or us. 

Makers of Extra Finished Cooking Utensils in Cast Iron and 
Aluminum, Waffe Irons, Food Choppers, Reversible Stove and 
Furnace Pipe Dampers, Fruit Presses, Mail Boxes, Bolo and other 


Portable Bake Ovens, Gas Hot Plates, Electric Waffle Bakers and 
Electric Hot Plates. 


“THE LINE THAT’S FINE AT COOKING TIME” 


OLD 


Pat. Off. 


4l 


A masterpiece every way you 
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\// articles in this 4 
person camp outfit pack 
snugly in &-qt. lock-lid 
kettl shoun at bottom 














Here's extra business—Camp Outfits! 


Weeks of profitable sales — extra 
business—are ahead of you if you 
get your order in NOW for 
Mirro Camp Outfits. 


The big season for touring, camp- 
ing, and picnicking is just getting 
under way for a long run far into 
the Fall. And Mirro Camp Out- 
fits are exactly what you need to 


ALUMINUM GOODS MANUFACTURING 


PLEASE RUSH 
INFORMATION 


Q~Q®jC2ES Terr 


attract the customers who are look- 
ing for high-class yet economical 
vacation equipment. 

Above is one of the most pop- 
ular Mirro outfits—a fast-selling 
combination that takes care of all 
the cooking needs of four people 
with man-size outdoor appetites. 
Compact, well-made, practical, 


TEAR OFF HERE 


convenient—you cannot fail toget 
business with this great outfit. 
Mirro offers several other 
attractive sets: you can buy sep- 
arate articles, too, for filling in. 
Taking itallin all, here’san oppor- 
tunity for picking up EXTRA 
business that is worth looking into. 
The coupon below will bring you 
the required informationina hurry. 


COMPANY, MANITOWOC, WISCONSIN, U. S. A. 


POCO EEOEESES OEE EOEEEEESESE OES SESEOEEEEES ROCCO OSCE HEHE EEESEEESEESSESES ESSE SEE SEESEESESEESEE EEE EEF EEE EEE OSES E SESE EEO EEEOEEEESES ESET OSEEEESESES ESE SES EES ESEEEESESEES 


Aluminum Goods Manufacturing Company, Manitowoc, Wis. Name 


Please send full information as to prices, terms, packing, etc., 
on Mirro Camp Outfits. 


Address 
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IROGRESSIVE DEALERS know the advantages in increased sales 
ras profits when they sell F. & N. Lawn Mowers. They profit 
from the F. & N. reputation for proven quality and merit— 
and from the infinitely greater satisfaction that F. & N. Lawn 
Mowers give their owners in use. The patented F. & N. Self- 
Adjusting Device is largely responsible for this greater satis- 
faction. It keeps the ball bearings in perfect alignment under all 
the varying conditions—trouble free, fool proof, and without 
attention. You can have increased sales and profits, too. Insist 
on F. & N. If your jobber cannot supply you, write us direct. 


F. & N. Mowers are made in more than two hundred 
and twenty-five styles and sizes—hand, horse, motor 


power, golf, putting green and fairway mowers 






































y) 














LAWN MOWER COMPANY 
XN 


; RICHMOND, INDIANA, U.S.A. 
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Hardware Merchants are finding two main 
markets for Solid Braided Cotton Cord 


—and are meeting the problem with 


a. Builder buys cord to hang 
windows. His wife buys cord to 


hang clothes. 





He requires sash cord that is 
tough and durable: built for con- 
stant tension over small pulleys. 
fl She needs a clothes line that is 
extra pliable and yielding, gripping the clothes 
pins firmly without splitting them or wearing 
holes in fine fabrics. She needs a line that is 
extra smooth, clean throughout, and free from 
any harmful or oily adulterants to stain clothes 
or hands. She needs a line that is light in 
weight, easy to put up and take down, durable, 
and strong. 


Here are two main markets, 
each requiring a special prod- 
uct, and each having its own 
peculiar selling problem. 


Samson Spot Sash Cord 
speaks for itself. The colored 
spots, our trade mark, identify 
it everywhere as the most durable material for 
hanging windows. 

Other Sash Cords we make are also leaders 


in their fields, each representing the best value 
obtainable. 


Black-Bird Clothes Line is selling itself 
wherever shown. This attractive display stand 
upon your House Furnishings Counter will re- 
mind your customers of the fact that they need 
new clothes lines—and will sell them then and 
there. 


of solid braided cotton 


Catalog cord of all kinds and for 


all purposes—sent free. 


two products and two selling methods 

































| in Sash Cord” 






Samson Spot 
Sash Cord 


The most durable mate- 
rial for hanging windows. 
Tough, pliable, and strong 
—truns over pulleys without 
sound. Solid braided of 
extra quality cotton yarn 
spun in our own mills. 


Stretched and glazed; fully 
inspected; and guaranteed 
free from imperfection of 


braid or finish. 
Trade marked by the col- 


ored spots. 








“There is 
a difference 









Trade Mark 
Reg. U. S. Pat. Off. 




















CLOTHES LINE 


The best material for hanging clothes. Solid 
braided cotton, clean throughout, free. from 
adulterants; extra pliable and yielding; stretched 
and glazed. Easy to 
handle and easy on the 
hands. Put up in 3 sizes: 
No. 6, No. 7, and No. 
8; in hanks containing 

_ 50 ft., 75 ft., or 100 fe. 
each, several connected. 
Also on reels or tubes. 





Display free! 





- SAMSON CORDAGE WORKS 


88 BROAD STREET ff 








BosTon, MaAss. 


MARK 
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7-ue es WEAR... If IN 


Waterless Cooking 


ware 


Pus 









This is a reproduction of 
LIFETIME 24 Sheet Out- 
door Advertising. These 
boards are part of our 
National Advertising 
Campaign, on Waterless 
Cooking Utensils. 


FREE RECIPE BOOKLET AT LEADING STORES 








No. 1166. 
No. 1103. 
No. 1168. No. 1104. 
No. 1105. 


o THE WEAR IS IN 


ge THE WEIGHT 
: Book FREE 





Lifetime W. aterless Cooking Utensils 


Begin to enjoy this new economy and new kitchen convenience. For better 
health and a well balanced diet the LIFETIME thick sheet Waterless 
Cooking Utensils are especially designed for the modern method of cooking, 
recently revealed by dietitians and food experts. 

All growing children require the most nutritious, blood making and body 
building diet. Waterless Cooking preserves in the foods natural minerals 
that are so essential to better health. Equip your kitchen with LIFETIME 
thick sheet Waterless Cooking Ware. Better Health Cook Book FREE. 











Better Health Cook 


This is a miniature repro- 
duction of LIFETIME 
Newspaper Advertising 
on Waterless Ware. This 
copy is supplied to all 
LIFETIME Dealers 
FREE. 


. LIFETIME is 
sold through the 
Retail Trade 
Exclusively 























ALUMINUM PRODUCTS COMPANY 
La Grange, IIl. . * 


‘The BEST COOKS use 


Aluminum 


Oakland, Cal. 


WEPG Ss 
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r 
7 Aluminum Products Company 
LaGrange, Ill. 
7 Send us a FREE copy of your Better Health 
Cook Book. Tell us more about LIFETIME 
7 Waterless Cooking Ware and the exclusive LIFE- 


ff TIME dealers proposition. Send wholesale price list. 








f/ Dealer. 


Address, 
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TIMKEN 


Tapered 





ROLLER BEARINGS ‘ 


Vac-A-Tap Washers, made by 
the Vac-A-Tap Co., Holland, 
Mich., are Timken-equipped— 
like many other modern house- 
hold utilities of every kind. 
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Thehardest-worked place 
in washing machines is 
given the longest life when 
Timken Tapered Roller 
Bearings are used. In the 
store, mechanical questions 
are settled by mentioning 
the highly-respected 
Timken name. In the 
home, Timken-equipped 
appliances are kept sold 
by the enduring, power- 
saving, attentionless serv- 
ice which made the 
Timken name! 


THE TIMKEN ROLLER BEARING CO. 
A 2 DE Oo SR oa t 6 
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Motor ‘ove ae | 
Generator 
ceiver 


Read those four features again, 
please! They mean just what they 
say. Here’s the radio receiver you can 
go off and leave for a year, and when 
you come back and turn the switch, 
in floods radio reception at full power. 
It never runs down. It can’t get obso- 
lete. No batteries. No eliminators. 
The same kind of power as the broad- 
casting stations themselves use—at 
last made possible in a home receiver 
—a silent motor and generator. Of 
course you know science has been 
trying to solve this ever since radio 
was invented. Of course you know 
this is what the public has been wait- 
ing for. Of course you know this puts 
every other kind of radio power into 
the old-fashioned class. Natural that 
it should have been worked out in the 
great Day-Fan laboratories, where the 
set was made which was adopted by 
Great Broadcasting Stations to listen 
to their own programs. 


It’s always been a great thing to bea 
Day-Fan dealer—but this year it Te Ns Pm Pe 
simply means if you can get it, you’ve 
got success in your hand; and if you 
can’t, you’re going to buck hard com- 


Saeraae heel Coupon 
DAY-FAN ELECTRIC Co., 
BATON, em, forfull lifo a 
Electrical Apparatus 
From *6522 up — ne | 
: AC Sets In Line Also! : folk 


Day-Fan Electric Co., Dayton, Ohio. 


Send me franchise particulars for: 













Day-Fan Motor Gen- 
erator Radio Receiver. 


To Picture shows 
DeLuxe Cabinet. 


Bottom picture shows 
motor generator unit 
which takes place of 
all batteries and elim- 
inators. 











Ny 
f 
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Saal Ni TNE: 










The new Day-Fan radio line, ready especially 





4 early this year, includes motor-generator sets, gen - 

4 AC Tube sets, and battery operated sets, in- C) Distributor (J Dealer 

a SE ier eatin, cate Name..... Deh eho cine a seknsesacedadaiewndoadena’ 
% at $65.00. Get particulars regarding territory 

now. ME a. 5 6 6050.6 66.66 6.066:00066CE6405.600640 00.0008 600080 
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Bought 


500,000 feet 














MANY OTHER LUMBER COMPANIES have 
like experiences. For example, 
Atlanta: “... Looking over a list of 
our stock yesterday, saw an item we 
thought one of our customers might 
want. Decided to call by Long Distance. 
Expense, possibly $3.50. Developed an 
order for 5 cars of lumber.” 

From Nashville: “... Last week we 
secured a 5-car order by telephone from 
one of our Louisville customers . . . this 
week 3 cars to a Knoxville connection.” 
Jackson, Mississippi: “... A few weeks 
ago we sold a quarter-million feet of 
lumber over the telephone to Toronto, 


BELL LONG DI 
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of lumber... 


1000 miles 
away 


A MEMPHIS LUMBER firm’s represen- 
tative called at the office of a buyer 
a thousand miles away. He found 
him in the market for a half-million 
feet of lumber. He wired this 
news to his company. They called 
him at once by long distance 
telephone, catching him before 
he left the prospective buyer's 
office. . . When the receivers were 
hung up, the deal had been closed. 


Canada.” Mobile: “... We do over 80% 
of our lumber buying over the long 
distance phone.” Memphis: “. . . For quick 
action, for learning the last-minute status 
on any out-of-town situation, and in 
effecting satisfactory adjustments, noth- 
ing we know of will take the place of 
long distance service.” 

For good results, quick, try long dis- 
tance calls. They'll usually cost less than 
you think. . Number, please? 


STANCE SERVICE 
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No. 34 Horton Electric 
Washer. Copper tub; 
Submerged agitator type. 
Same model with gaso- 
line engine (No. 34-64); 








Power pulley (No. 34-54). 





Cfor Half a Century and 


certainidealshave 
More~ identified the 
name Horton in the minds of those 
whom Horton serves. 


One unvarying ideal has been that each 
unit manufactured by Horton must be 
surpassingly fine—as perfect as human 
hands can build. 


Another, equally important ideal, per- 
mits no compromise in materials that 


enter into the making of Horton prod- 


ucts. That these ideals have lived 
—have existed in practice rather 
than merely in mind—is evi- 





denced in Horton’s constant growth 
year after year. 


It is a fact—Horton Washers and the 
Horton Ironer built upon these ideals of 
service andsatisfaction areincreasing in 
demand with corresponding benefits 
to user and seller, as well as builder. 


Horton now is serving leading jobbers 


and their dealers the country over in a_ 


relationship that is friendly—mutually 
satisfactory. If you are interested in 
learning more of our sales policy 
—write us—we will gladly give 
you the facts. 


HORTON MANUFACTURING COMPANY 


FORT WAYNE, INDIANA 


HORTO 





+s 
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Tbe 


HORTON 
LINE 


is Complete 





No. 40 Horton Electric 
Washer. Copper tub 3- 
cup suction type. 





No. 30 Horton Peerless 
Washer. Wood tub; wa- 
ter power motor, 





No. 33 Horton Btoseste 
Washer. Wood tub; agi- 
tator type. 





No. 23 querten Motor 


H wih ~ og Washer. 
ood tub; hand power. 





Automatic 


Horton 
Ironer. Electric or gas 


heat; electrically driven; 
7 inch complete open end 


Washers 


lroners 





GOOO PRODUCTS—Yes!andaboveall else GOODFREINDS 












Parkeycles 
Automobiles 
Velocipedes 
Coaster Wagons 
Express Wagons 
Scooters 

Pedal Bikes 
Hand Cars 
Tricycles 

Doll Cabs 


“Known 
Around the World” 
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Childrens | 
Vehicles 


“The Line Beautiful’ is no mere catch phrase. Since their inception 
American Children’s Vehicles have been famous for their beauty. 
Whether it’s an automobile, a scooter, a coaster wagon, a parkcycle, a 
velocipede or any children’s vehicle, Americans are always easily dis- 
tinguishable by this quality of beauty. 

Children are beauty loving. They are keen for harmonious colors and 
lines, for their visions and hearts have not yet been distorted with ugli- 
ness of any kind. Stock and push the complete line of American Vehi- 
cles and know for yourself why it is the biggest selling line in the world. 


Your jobber can fill your requirements. 















The American National Co. 
Four Factories 


TOLEDO, OHIO 






By Invitation Member 











Just In Time 
For The Party 











SEE OUR PERMANENT YEAR-ROUND DISPLAYS 
AT THE FOLLOWING ADDRESSES: 






NEW YORK, N. Y. SAN FRANCISCO 
Baker & Bennett Co. Pacific Sales Co. 
718 Mission St. 





BOSTON 
1. Harvey 
Merrimac Street 
BALTIMORE 
Frank W 
737 W. St. 


TOLEDO 
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This open bin display 
‘Increased High Grade Lamp 
Sales 50% 








Hygrade Lamps are on one end of a counter 
displaying electrical supplies. One sale leads 
an 





to another in association of related items 


like this, 








“Since we installed this complete counter display of Hygrade 
Lamps we have increased our lamp business 50 per cent,” say 
Reilly Bros. & Raub of Lancaster, Pa. 


A line of quality lamps like Hygrade combined with modern 
methods of selling means a steady, permanent increase in a 
profitable item. Standard inside frosted Hygrade Lamps, too, 
make it possible for you always to have in stock a complete line 
of lamps in regular demand with a minimum of stock and small 
storage space, and rapid turnover. 


ee + 














HYGRADE LAMP CO 
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Filing a key 





Repairing a lawn mower 


This 


Fixing 
an electric 


attachment , 4 a al 
oe ge Tustison says, ‘lattend 

a little night school of my own. 
This consists in getting into my most 
comfortable chair and studying my 
favorite magazine—Popular Science. 


“After reading this instructive 
Monthly I just can’t keep my hands 
off things about the house that need 
fixing. My hardware dealer wanted 
to know how I came to need all the 
tools, hardware and paint that I buy, 
so I told him of the influence of 
Popular Science. 


Professor 
made his hardware dealer 
sit up and take notice 
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“And I am making handymen of 
my students, too. I encourage them 
to read Popular Science, especially 
the 18 pages of the ‘Home Work- 
shop’ section, which is full of new 
and workable ideas. These boys will 
make the best of future customers 
for hardware stores for I teach them 
that good workisimpossible without 
good tools.” « #* 


Mr. Dealer, it’s no wonder that 
leading hardware manufacturers are 
advertising regularly in Popular 
Science. By doing so, they knowthat 
they are increasing their business. 


Professor F. E. Tustison is head of the Department of Science 
and Home Mechanics, The Stout Institute, Menomonie, 
Wisconsin. Above heis shown rewashering a faucet at home. 
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Tinning a solderingiron 


mee 


FREE to 


Hardware Dealers 
For a complimentary copy 
of July issue, write on 
your business letterhead to 
Popular Science Monthly 
242 Fourth Avenue, New 
York City. 


And you should realize that this 
new business comes to these pro- 
gressive manufacturers through just 
such hardware stores as yours. For 
in every neighborhood there are 
many readers of Popular Science 
who constantly are being stimulated 
to make things, and to buy all sorts 
of hardware supplies. In your neigh- 
borhood they come to your store. 

So Popular Science is thus creat- 
ing profits for the whole hardware 
industry —for the manufacturer, for 


the jobber, and for YOU. 


Let us send you a copy. 


An investigation shows that the average purchase of household tools is $1.00 per family per year, and 
that the expenditure of the average reader of Popular Science Monthly for this purpose is $32.00 per year. 


Menufacturers Who are Giving You Sales Aid by Advertising Their Products in POPULAR SCIENCE MONTHLY 


Trimont Mfg. Company .... . Roxbury, Mass. 
K. Porter, Inc. ........+ +. Everett, Mass. 
vid Maydole HammerCo. . . . Norwich, N.Y. 

Clemson Bros., Inc. .... .. Middletown, N.Y. 

The Shaler Company...... . Waupun, Wis. 

Smooth-On Mfg. Co. ...... Jersey City, N. J. 

Silver Lake Company .... Newtonville, Mass. 

The Stanley Works . .... New Britain, Conn. 

Fayette R. Plumb, Inc. .... . Philadelphia, Pa. 

North Bros. Mfg. Co... . ... Philadelphia, Pa. 

Vale & Towne Mfg. Co... .. Stamford, Conn. 

Brown & Sharpe Mfg. Co. . . Providence, R. I. 

H. Gerstner & Dayton, Ohio 


Goodell Pratt Co........ + Greenfield, Mass. 
E. C. Atkins & Co., Inc. . . . Indianapolis, Ind. 
Boston Varnish Co. (KYANIZE), Boston, Mass. 
W. B. & J. E. Boice . . . «. +++ + Toledo, Ohio 
Electro Magnetic Tool Co. ... .. . Cicero, Ill. 
Twinplex Sales Co. . . . «2+ ++. St. Louis, Mo. 
Estwing Mfg. Co. «eee Rockford, Ill. 
Detroit White Lead Works . . . . Detroit, Mich. 
Parks Ball Bearing Machine Co., Cincinnati, Ohio 
South Bend Lathe Works . . . South Bend, Ind. 
Chisel-Edge Claw Hammer Co. . Hoboken, N. J. 
L. S. Starrett Company . ...... Athol, Mass. 
New Jersey Wire Cloth Company, Trenton, N. J. 


Addison Leslie Co., Plastic Wood, Canton, Mass. 
Rutland Fire Clay Co., Patching Plaster and 
No-tar-in Roof Coating ...... Rutland, Vt. 
U. S. Gypsum Co. ... «+ + Chicago, Illinois 
Waco Tool Works . . .... «+ Chicago, Illinois 
Nicholson File Company... . Providence, R. I. 
Sargent & Company..... New Haven, Conn. 
Peck, Stow & Wilcox Co., Southington, Conn. 
Millers Falls Company .... Millers Falls, Mass. 
The Carborundum Co. ... Niagara Falls, N. Y. 
Simonds Saw & Steel Co. ... Fitchburg, Mass. 
Prentiss Vise Company ..... New York, N.Y. 
Chicago Solder Company ..... » Chicago 


Every tool product advertised in Poputar Science is guaranteed after test 
and approval by the Poputar Science Institute of Standards. 


Popular Sci 


ence 


MONTHLY 
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Brass Finish, List $9.00 Nickel Finish, List $10.00 


PYRENE MANUFACTURING CO. 








EXTINGUISHER 
Specially designed 


CM  forAutomobiles 


Stock it! 


Mooern car design has taken “compact- 
ness’ asits watch-word. Space is atapremium. 
No room for bulky accessories in the closed 
car and small sports models of today. No 
room for the full-sized Gene Fire Extinguisher. 

So here is the new AUTOMOBILE Sez. Fire 
Extinguisher — made for the modern car. 
There are many places where you can put it 
in any automobile—quickly accessible. 






This new extinguisher is being nationally advertised. 
The first consumer announcement appeared in a page 
advertisement in THE SATURDAY EVENING POST, June 
4th. Cash in on this advertising and prepare for the 
sure demand it will create at the outset of the touring 
season. 

Order from your jobber today! 


(Complete with Bracket) 


NEWARK, N. J. : 
Atlanta Chicago Kansas City San Francisco 


D'naatinn,. Use only Grae Fire Extinguishing Liquid 
Caution: (patented) with Syren Fire Extinguishers. 
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The Cost of Distribution is Lower — The Standard of Quaiity is Higher 


MANSFIELD | 


Built—=Not to Undersell, but—to Overserve 
























Your Share of the 
Biggest Replacement 
Item in Merchandise 


T= biggest single replacement item in mer- 
chandise is automobile tires. 


Sales of Automobile Tires and Accessories by 
Hardware Retailers total over two hundred mil- 
lion dollars—and are growing rapidly. 


By far the largest single item in this class is 
the Mansfield Tire. 


From the standpoint of rapidly growing large 
volume, the Mansfield Tire is fast becoming the 
most profitable single item in Hardware Retailing. 


Our service to Hardware Retailers on Mansfield 
Tires is the quickest that we can devise, permit- 
ting a turnover that makes this big-money-volume 
item exceptionally profitable for the amount of 
retail inventory required to handle it. 


Make the Mansfield Tire a leader in your stock 
with the help of Worthington Service. 


The Geo. 


WORTHINGTON 


Cleveland ene, Company 
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Defects in Brushes 
that You'll Never See! 


E make some imperfect 

brushes, of course. But 
we keep them here. Thrown 
out by inspectors for the 
slightest flaws. They never 
get anywhere. No painter or 
dealer ever sees them. 
















A rigid inspection is only one 
of the many precautions we 
take in order to deliver perfect 
brushes to your store and to 
your customers. Our brushes 
wear well and sell fast. Paint- 
ers like them and buy them for 
theirfair price and fine quality. 
And they leave plenty of profit 
for the dealer on every sale. 


Our catalog tells the story. 
Write for it. 


THE STAR BRUSH MEG., Co. 
ie | Incorporated 


HUNTERS POINT AVE. & MANLY ST. 
LONG ISLAND CITY, NEW YORK 


BRUSHES 
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Points of 
Superiority 


1 The HANDLE 
Scientifically _ bal- 
anced for each type 
of brush. Clear 
grained wood. 
Beautifully finished. 


2 FERRULES 
Made by us. Nickel- 
ed tin, riveted joint. 
Securely nailed to 
handle. 


3 SETTING 
The new “Bull 
Grip” setting of new 
live rubber. Sup- 
ports a weight of 
250 Ibs. Unaffected 
by solvents which 
ruin ordinary set- 
tings. 


4 BRISTLES 
Pure China Bristles, 
sterilized, carefully 
graded and vulcan- 
ized in the setting. 


5 5LAYERS 


of Bristles, one 
above the other, 
give Star Brushes 
an extra long life of 
clean, smooth, easy 
brushing. 
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LAST CALL! 


JULY 11th 


is the 


CLOSING DATE 


of the 


1927-1928 ANNUAL EDITION 
; of 


HARDWARE BUYERS 
CATALOG 


Are you going to make it easy for hardware 
buyers to have information of your product 
for an entire year on their desks or close by 
and thereby create a profitable sales contact 


for yourself— 


a 


Then send in your reservations at once—It 
is your last chance for another year. 


Dowt Miss It! 


HARDWARE BUYERS CATALOG 
239 West 39th Street, New York City 
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ZOSBOR™®S 






Osborn Sanitary Brush. Correct size, 

shape and bristles for the most effi- 

cient cleaning. Lye, sani-flush, and 

other strong cleaning compounds 
will not injure it. 





Refrigerator Brusn. .Aade of stiff bristles, 
with long, flexible handle for cleaning 
refrigerator drain pipes. 


Help Yourself to 
Bigger Brush Sales 


Your store is the logical place for women 
to purchase these household necessities, 
yet every day hundreds of similar brushes 
are sold to housewives by door-to-door 
can vassers. 





Vegetable Brush. Stiff fibre of 

right quality for scouring vege- 

tables without injury. Also for 

cleaning pots and pans, canvas 
sport shoes, etge 


Despite the fact that Osborn Brushes sell 
for less money, they are equal in quality 
to any offered by canvassers. 


Display Osborn Brushes so that women 
can inspect and handle them, and the sales 
that result will steadily lessen the 
canvasser’s market in your vicinity. 










THE OSBORN MANUFACTURING LOMPANY 


5401 Hamilton Ave. Cleveland, Ohio 


BRANCH OFFICES: 
NewYork Detroit Chicago SanFrancisco Los Angeles 


Dish Mop. Made cf fine white yarn, 
which readily absorbs soap and water, 
and can be cleaned easily by boiling. 





Bottle Brush, The crank- 
shaped handle makes this 
brush ideal for cleaning sides 
and bottom of nursing bottles 
and other small containers. 





A BETTER WEARING BRUSH FOR EVERY USE 
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AMERICAN 
SCREW 
(COMPANY 








Wood Screws Machine Screws 


Stove Bolts Tire Bolts 
T Largest Stock ] 
Greatest Assortment 


sos Te 


Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 
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Kawneer 


SOLID COPPER 


STORE FRONTS 


ARE DURABLE 
WOOD ROTS 


Consider the diffe erence 


ADJUSTABLE SLIDE 
FOR VENTILATION 









KAWNEER ddpetn 7 








VENTILATION, 
DRAINAGE —<+4) 





Photograph and diagram of a Kawneer hol- 
low metal sash. This sash provides drainage, 
ventilation and plate glass protection. Age 
and rough usage will not affect its strength 
and beauty. The heavy copper mouldings 
from which Kawneer sash and bars are built 
require no wood rein- 
forcement. 







KALAMEIN sort 


NOT KAWNEER METAL 





inthe 
yn Mee 





Back view of Kalamein showing rotted 
condition of wood filler after only a 
few years of service. 


Kalamein construction (wood strips covered 

’ with thin metal) is perishable, thus endanger- 
ing the safety of the glass. The thin, soft 
metal is easily dented and marred. 
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Make Your Store Front an 
to Your Business 


Asset 


The merchant who demands the best and expects 
his show windows to retain their original satisfac- 
tory condition should consider the lasting qualities 
of a Kawneer Solid Copper Store Front. A new 
front of the Kawneer Hollow Metal type will give 
your store a beautiful appearance that will contin- 


ually be an asset to your business. 


The comparison at the left plainly shows why 
Kawneer Hollow Metal Sash is not affected by age 
while wood strips covered with thin copper soon 


deteriorate and are easily disfigured. 


Make sure your store front 
is a complete and genuine 
Kawneer. 


THE 
wWAya 


Ka | y" | 
~~ COMPANY 
Niles, Mich. 






Send for It 


If you are interested in win- 
dows that will actually pro- 
duce more sales, send for this 
book. 





¢ 
o The 
¢ Kawneer 
¢ Company 


o? 1617 _N. Front St. 
? 


Niles, Mich. 
Please send “How to 


¢ Display Merchandise to 


of Sell It. 
o 
Pi er oo 
o pe Te 
re 
? Sabet eo nde s OHO CC OC saesasvesisv es 
¢ 
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Always Made From Open Hearth Steel 





The long service that poultry owners get from 
WICKWIRE BROTHERS Poultry Netting is due 
largely to the materials used in making it. 


In all of our Poultry Netting, as well as all of our 
wire products, we use Open Hearth Steel Exclu- 
sively. This steel is far more rust resisting than 
Bessemer. The good galvanizing adds to this pro- 
tection. 


WICK WIRE BROTHERS 
Hexagon Poultry Netting 


LookING INTO 
THE Future 
: The wire used in this netting is drawn right here in 
our own mills at Cortland. All processing through 
the Steel Plant, Rod Mill and Wire Mill is done 
under our personal supervision. For more than 50 
years WICKWIRE BROTHERS products have 


been known for their unvarying quality. 


All three styles of Poultry Netting, Hexagon, 
Graduated and “W. W.” are furnished either gal- 
vanized before or galvanized after weaving. 


Our Galvanized Poultry Staples are also a quality 
product. 


Your Jobber will supply you. 
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widely read book on fishing 
Supplied Meisselbach dealers FREE 


ORE than forty thousand copies of this 32-page 

book have been requested by and sent to fish- 
ermen, in every part of America. Thousands of new 
requests pour in every month. You'll find the Bite 
Book packed in kit boxes and carried in pockets—and 
referred to a hundred times. Old timers quote it as 
authority, and beginners pore over it for instruction. 


The pages of the Bite Book are full of meaty in- 
formation on tackle and baits to use, the handling and 
care of equipment, habits of fish and how to use them 
to advantage—everything a fisherman needs to know 
to get the most out of the sport. Distinct from this 
information, but bound in the Bite Book, is an illus- 
trated catalogue of Meisselbach Reels. 


And this is the book supplied Meisselbach dealers 
for free distribution—imprinted with your name and 
address if you like. It will bring hundreds of fisher- 
men into your store, and it will bring them back to 
see and buy Meisselbach Reels—the nationally 
advertised, precision-made, popular priced reels that 
every fisherman knows. 


Send the coupon for the Bite Book and Meisselbach 
samples, and for our plan to help you sell. 


THE A. F. MEISSELBACH MFG. CO., Elyria, Ohio 


Eastern Representative: Wm. H. Fox, 200 Fifth Ave., New York, N. Y. 
Western Representative : 
Fred Goetz, 1077 Lincoln Ave., Milwaukee, Wis. 
Southern Representative : 
Louis Williams & Co., Nashville, Tenn. 
Far Western Representative: 
Phil. B. Bekeart Co., 717 Market St., 
San Francisco, i 
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PRODUCTS 


for the 


HOUSEHOLD 


will be 


Introduced | 


to the 





Hardware Merchants 
Next Month / 


warcy | °° S . 


FOR °’EM mage = a 


CINCINNATI, O. 
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Wait on Your Customers Faster! 


They expect it 
and it’s more profitable 
to YOU 






THESE STEEL sectional display units 
put your merchandise in front of your 
customer's eye and within quick and 
easy reach of your sales people. 
A regular place for everything neat- 
ly and compactly arranged, in modern, 
steel, indestructible, space-saving dis- 
play cabinets and shelving groups. 
Necessary for every hardware store. 
Can be installed in sections which 
can be expanded to meet your needs. 
Used by the nation’s most pro- 
gressive merchants. 
Lupton Steel Display Equipment 
is the latest aid to space-saving and 
time-saving hardware store service per- 


fected after years of study of this problem. 
Complete Catalogue on request 










































SPECIAL for JULY 


108 BIN Bolt and Nut Display 
and Storage System 

This indispensable unit makes it easy for your - 

customers to orn out what they want and 
for your clerks to locate what they ask for. 
Serves as an automatic inventory. Puts 

a complete stock in a small space, 3 ft. 
wide, 1 ft. deep, 7 ft. high. Lupton 

velvet- a enamel baked on. 
Shipped completely assembled. Price 

$57.60 f. o. b. Philadelphia. Labels 
$5 extra. Immediate delivery. 


DAVID LUPTON’S SONS COMPANY 
2211-1 East Allegheny Avenue Philadelphia 


Lupton — 


STEEL SHELVING GROUPS 
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Because the No. 660 
is good right down to 
the last inch. Its at- 
tractive red finish 
makes it easy to find 
in a crowded tool 
chest. 

Your carpenter cus- 
tomers will be just as 
appreciative of the 
No. 660 as they are 
of any good tool. 

Stock up now. 


S Lumber Crayons 
7 Are Always 
» In Demand 


Railroad Workers, 
Lumber Yards, Sur- 
veyors, Steel Mills— 
these are just a few 
of the users of Blais- 
dell Lumber Crayons. 
Many of your custom- 
ers have occasion to 
use a_ waterproof 
marking crayon. 














You can sell them 
Blaisdell’s because 
there’s one for every 


You Need 


yencil you your: 
marks plainly on 
jlished surface such 
Be 


e glad to sen you 
samples of this an ny of 
e above Blaisdell Products. 








i PENCIL COMPANY 
tila isceh) PHILADELPHIA USA. 
Awarded Gold medal Sesqui-Centennial 1926 
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ERE’S why 
more dealers sell 


T.D.&W. Handles 
than all other 
makes combined— 
larger selections, 
better handles and 


bigger profits! 
Ask your jobber—or 
write for catalog to- 
day. Turner, Day & 
Woolworth Handle 
Co., Incorporated, 
Louisville, Ky. 
These Are Our 
Copyrighted Brands 


Daniel Boone OLt THe 
American Beauty 
Daisy 
Sunflower 
Peerless 


Perfection 
Triumph 
Hercules 

Success 
Eagle 
Royal Oak 


TD.&wW. 


handles 
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Again, Wheeling Hardened Steel Cut Nails 
emphasize their superiority for hardwood 
flooring application. This unretouched photo- 
graph shows Wheeling Cut Nails driven 
through heavy cold metal plate without 
bending. 


Say to Your Trade: 
“You Can Drive Them Home 
Every Time!” 


Wheeling Hardened Steel Cut Flooring Nails have 
made good with the carpenter because the carpenter 
makes good with nails that go straight to their 
mark and hold—nails that can stand the hard 
blows without bending; no waste, no delays. 
“From Mine to Market,” Wheeling Cut Nails 
are the product of one organization which is in 
complete control of the quality at every stage of 
manufacture. There are styles and sizes for every 
purpose. 5 
Your jobber will supply them,—also Bright Wire 
Nails, Cement Coated and Galvanized Wire Nails. 


WHEELING STEEL CORPORATION, WHEELING, W. VA. 


WHEELING 
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Don’t Stop 
When You Sell 
An Iron—Suggest 


. 3 


Soldering Necessities 








Speco Solid Sal Am- 
moniac Soldering Paste 
and Soldering Fluid are 
needed by every man 
who buys and_ uses 
soldering coppers. Tell 
your customers that 
these products are guar- 
anteed and are 100% 
usable, and they'll buy. 


The quality and value 
of Speco Guaranteed 
Soldering  Essen- 
tials will bring them 
back for more. 


Let us send you prices 
and tell you why they 
make more sales. 


Special Chemicals Co. 


Waukegan, Illinois 











Be prepared for next Spring’s National 
Magazine Campaign by specifying 
“GOODWIN” 


in your fill-in orders for Grass Shears 


NOW 





Ask your jobber or us about this 
fast moving, greater unit margin, 


Grass Shear. 


Order ahead—Jobbers are now 
prepared for this wonderful sales 
success. 


Wheeler Radiator & Mfg. Co. 
1641 Collamer Ave. East Cleveland, Ohio 




















KIMBALL 


HAND POWER ELEVATORS 
Efficient - Quick Rising 


Now, a hand power elevator which 
you can purchase complete in every 
detail, to the sawing and fitting of every 
joint and drilling of every hole, making 
its installation merely a matter of your 
bolting it together. Fitted throughout 
with roller bearings. 
Easy to operate--- 
_quick rising, low 
cost. 


Write for Pamphlet 
and Prices 


Kimball Bros. Co. 


1117-41 9th St., Council Bluffs, Ia. 
























: 
Oliver 


- Quality and 
Service 


GW 








Bolts of All Styles—Nuts— 
Rivets — Washers — Wagon 
Hardware—Pole Line Ma- 

terial—Track Bolts—Track 

Tools—Car Forgings. 


GALVANIZED or PLAIN 





GW 





OLIVER IRON AND STEEL CORP. | E 
Pittsburgh, Pa. 











ars 
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GREASE Cups 


HARDWARE AGE 


For Every Purpose 


Included in the Bowen line 
of grease cups and oil cups, 
are lubricators of the exact 


type and size to meet every 
lubricating requirement. 


Catalog No. L-104 showing 
more than fifty other types 
will be sent upon request 


BOWEN PRODUCTS 
CORPORATION 
AUBURN NEW YORK 


Branches 
BOSTON 161 Massachusetts Ave 
CHICAGO 412 Wrigley Bldg. 
CLEVELAND 7113 Euelid Ave. 
DETROIT 2760 W. Warren Ave 
KANSAS CITY 1322 McGee St. 
MINNEAPOLIS 983 17th Ave., S. E. 
NEW Ma ty 220 Broadway 
SAN FRANCISCO Monadnock Bidg. 


Attractive 
plays containing assorted 
sizes of the types of grease 
and oil cups most in de- 
mand provide the dealer 
with a quick and easy way 
to sell and also a con- 
venient method of stock- 
ing these small parts. 


¥y 


No. 5739 


Case No. 12 


No. 118 


Counter 
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Largest Producer of Window Glass 


PABEST =| GENERAL OFFICES PITTSBURGH. PA. .BRANCHES IN PAINCIPAL CITIES 


Do You Know How to Judge GLASS? 


Send for this Handbook and learn how to 
distinguish one quality from another so that 
you can specify grades with a complete un- 
derstanding of the product and with assur- 
ance that the building owner will receive a 
full measure of value. 


This interesting textbook also tells how glass 
was discovered, how it was made th roughout 
the ages and finally developed ‘by the various 
processes in operation today. A copy should 
be in your file for ready reference together 
with our new “Complete Window Glass 
Specifications” now ready. 











Name 
Address__ 
Poo. 


American Winpow Grass Co., 
Specification Bureau, 
Pittsburgh, Pa. 


Kindly send me your 112-page book 


C2 “Window Glass in the Making” and your 
0 “Complete Window Glass Specifications.” 











Rue bere cia meened 

















| 
. 


ip ona 





HARDWARE AGE July 7, 1927 


‘ Everything Points to 
They’re Selling : [- : Better Tacks 


mM Oo: © ‘O”’ B nee “C-B-CO” ey ee ee there is a 
TF ottie Cappers are “diiference’ in Cut lacks. 
BOTTLE 


CAPPER ” being - poo Proof: Instead of asking for tacks, 
oe ES Che they request Baur Tacks. How do 
year. Why not? we know? Our sales records tell 


It’s a regular and us. 

profitable Hardware Your sales records will tell the same 
Item. If you, Mr. story, if you sell the Baur brand. 
Hardware Dealer, Samples and Prices for the asking. 
are giving full serv- 
ice to your com- 

munity, these prof- BAUR TACK CO. 
its rightfully belong 1419 Standard Ave. 
to you. Don’t let INDIANAPOLIS, IND. 











them slip away. Ask Our complete line also includes Wire Tacks, Staples of every 
ee description, Double Pointed Tacks, Basket, Clout and Trunk 
about the “Free Nails. 


Demonstrator.” Write for Samples and Prices 


At your aco or write Dept. 110 BAUR 
Comstock-Bolton Company | T - A | 


335 Southwest Blvd. Kansas City, Mo. 


K 

















The Saw Test 


ABSOLUTELY 
GUARANTEED 
AGAINST 
BREAKAGE 


WE will replace any claims for 
breakage free of charge. Stands 
finished in Red Enamel and Gold, 

lasts finished in Black Enamel. They f 

sell on sight. 

: Lock bearing, strong and rigid. 
KEIL eocr LOCK Lasts are latest styles. One last for 
AAs PROOF _ ladies’ shoes. Extra heel piece in- 

It is guaranteed bur- cluded for all sizes of heels. f 


Eon ae — The Last that lasts a lifetime. 


it sells without effort. The Fate-Root-Heath Co. a 


Francis Keil & Son, Inc. : 
401-425 B. 163rd St. Plymouth, Ohio 
N. Y. Office—90.92 W. Bdw’y ' 
D. N. Winner, Mgr. 
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A Simple Act—a Great Fact 


ERY simple things sometimes 

have far-reaching consequences. 

Someone cuts an expense and can 
therefore make a better product.’ 

The cost of the 
wholesale distribution 
of a product is pure 
expense. For years no 
one developed the use 
of existing facilities for 
the wholesale distribu- 
tion of tires in a big, 
national way. 

Now Mansfields 
reach every nook and 
corner of the country 
—at less expense than 
ever before, for such 
extensive and thor- 
ough wholesale tire 
distribution. 

A very simple thing 
that made possible a 
better tire that really 
does go a great deal 
farther—and usually 
without any trouble of 
any kind from start to 
finish. 

THE MANSFIELD 
TIRE @& RUBBER CO. 

Mansfield, Ohio 


Balloon Cords Truck Cords 
Heavy Duty Cords 


The great Hardware Wholesalers of the country 
have in a sense combined to give this exceptional 
tire the widest, most thorough, most economical 
wholesale distribution ever enjoyed by any tire. 


The Cost of Distribution is Lower ~ The Standard of Quality is Higher 


MANSFIELD 


Built— Not to Undersell, but—to Overserve 
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Here's an unusual opportunity to boost 
your tool department profits and bring cus- 
tomers into your store for other sales. These 
Crescent characters are displayed in all our 
national advertising. They are seen by mil- 
lions of tool users every month, together with 
the slogan, “Your hardware dealer sells Cres- 


°° . . 
cent Tools. Put some color, action and in- 
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Jor your 


(ash Register 


terest in your window and take advantage of 
the vacation season to bolster up your sales. 

The WC1 Display Case contains 59 fast- 
selling tools and is furnished at the price of 
the tools only. / 

Your jobber can furnish you with both 
the case and the cutouts, or you may write 
us direct. 


CRESCENT TOOL COMPANY 


204 Harrison St., 


Jamestown, N. Y. 


CRESCENT 


and Smith & Hemenway 


TOOLS 


a under the supervision of and guaranteed 
by the originators of the Crescent’'Wrench 





July 7, 1927 HARDWARE AGE 


1S 9B C2070 2)) 


2eS> 


hla OOl-~089L>-98 0-086. 508e 


gases 
i 
WS3 SS: 





0390S DSOI SCF OC9 80 DOCS OC SG 8] OL aete 


vec ec 


Z 


When we began making bolts and nuts eighteen 
years ago we had two definite ideas. 


These two ideas were, First to make good bolts 
and nuts; not just boits and nuts, but good bolts 
and nuts. Second, to render to Foster customers, 
large or small, wherever they may be, a personal 
service rendered by responsible, active interested 
executives of the company. 


A new, modern heat treating department; a new 
laboratory for testing materials and finished 
products; a new plant in Chicago for better 
service—all these are but exemplification of the 
idea of making good bolts and nuts. That is 
The Foster Idea. 


P. S. We publish a monthly magazine 
called The Foster Idea. Decidedly dif- 
ferent than ordinary private publications. 
Sent free if you feel the urge to write for it. 


THE FOSTER BOLT & NUT MFG. CO. 
CLEVELAND CHICAGO 
Union Ave. and E. 72nd St. 6249 to 6265 W.65th St. 

Telephone Broadway 840 Telephone Hemlock 4484 





BOLTS “> NUTS 
OS CAPSCREWS 


Personal Service in Big Business 


] 
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Bull Frog barrows, carts, and 
scrapers are made for every in- 
dividual mill, mine, and con- 
struction service. Get them 
from leading wholesalers in all 
markets. If your jobber can’t 
supply you write for catalog. 


SESS SS SL ee ar rae aR 





Kight Out of Ten 
Want This Barrow 


You can satisfy practically every demand for a wheelbarrow 
with this Bull Frog No. 101. It is light, easy running, 
strong, good looking, and sensibly priced. The seasoned, 
selected hardwood frame is strongly bolted throughout. 
Cross members reinforce it at points of strain. Legs extend 
upward to give added support to seamless tray with rolled 
rim. Risers under tray give nice balance. All wooden 
parts are painted a snappy red. Home owners, gardeners, 
farmers, contractors, handy men everywhere will like this 
barrow. 


The Toledo Wheelbarrow Company 
Toledo, Ohio 


Branch Offices and Warehouses 


PHILADELPHIA CHICAGO 
233 North 12th St. 69 E. Wacker Drive 


WHEELBARROWS 
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This is a sample of 


Goodrich Hose in 
the lead casing be- 
fore curing. Note 
size of the yarnand 
thickness of the 


4 


wall. 

















This sample a 
Goodrich Hose has 
just been cured by 
the improved lead 
press method. Hot 
water pressure 
during cure drives 


rubber through | 
braid,compressing | 
and uniting all | 


parts perfectly, in- 
suring against sepa- 
ration. 


.. and Now’ Water Cured” 


Garden’ Hose/ 


O single development in the rubber industry is as outstanding as 

the Water Curing process which has increased the mileage given 
by Silvertown Tires and is now adding years to the life of Goodrich 
Garden Hose. 


With water curing, Goodrich has overcome one of the greatest prob- 
lems of hose making—the problem of securing even distribution of 
heat all through the hose. Water Curing applies heat from both the 
inside and outside—curing all parts uniformly—no part over-cured 
—no part under-cured. 


Improved high pressure “lead-press”” equipment, which forces the 
rubber and reinforcing fabric together so firmly that no abuse short 
of actual destruction can separate them, is another reason why 
Goodrich Garden Hose will deliver increased water-mileage compar- 
able to Silvertown’s road-mileage. 


Goodrich Garden Hose is sold through conveniently located jobbers. 
One is located near you. Ask him about the Goodrich Garden Hose 
line for 1928. If you do not know the nearest Goodrich Jobber write 
us. Address Department 18-D-12. 


THE B. F. GOODRICH RUBBER COMPANY 
Established 1870 Akron, Ohio 


Goodrich Radio Hour ... Listen in every Wednesday evening over the following stations: WEAF, New 9 City— 

WEEI, Boston WG Buffalo WWI, Detroit WOC, Davenport WHAS, Louisville 

Ww AR, Providence WTA leveland WSAIL, Cincinnati WCCO, Minneapolis St.Paul WSB, Atlanta 
‘AG. icago WSM, Nashvil MC, Memphis 








BES T 


» Worcester WCSH, "Portland, Me. WGN, Ch 
WFI, Philadelph: 


ia KSD, Se. Louis WCAE, Pittsburgh 


Goodrich “i 


IN THE LONG RUN 
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“We Advocate Standardization of Tire Sizes 
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HIS will be a Radiona 
Year. Beauty of de- 


sign handsome finish 





coupled with dependable 
heating performance are 
reasons for the huge suc- 
cess dealers have had with 
this heater. 

Yes—this will be a Rad- 
iona Year—with plenty of 
business and profit for 
those who sell this line. 


ond Comparison 
inthe Cabinet 


* 
For those who are shopping r ¥ 
for a lower priced heater—River- a eC ] 
side No. 1-4 Aerona enables you 


to get this business at a worth- Features—such as buyers are seeking—features that are far ahead of 
other cabinet type heaters—features which turn casual inspection into sales 


while profit. Volume business < 
inh be denoek Gdateen ehdds —they are the means of making easy sales when you have a stock of 
Radionas on your floor. 


retails for less than $80.00. But that’s only part of the Riverside Sales Story—our plan of dealer cooperation 
is just as sound as the merchandise itself. 
Full details are gladly sent. Write us. 


ROCK ISLAND STOVE COMPANY Rock Island, Iil. 


RADIONA 


THE MODERN HEATER for ALL HOMES 
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Velchek Tools have the 


looks and balance that 
can only be achieved 
through perfect checking 


of processing methods. 


THE VLCHEK TOOL COMPANY 


3000 E. 87th ST., CLEVELAND, OHIO 


Foreign Dept., 53 Park Place, New York 


Pt + 
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MUELLER 


RED BAND NOZZLE 


< = - (0001 zs 
wa — “ 
Mueller Neverl 
Threaded Ru ber "fies 
Bitar’ two ia tense. 
rr a sample. 


MUELLER BRASS CO. 


PORT HURON, MICH. 


World’s Largest Manufacturers of Brass Forgings 
Three Generations of Brass Making 
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This Dover Sales and Service 
Fixture identifies the authorized 
Dover Dealer. A full stock o 
all Dover “‘No-burn-out” pro 
ucts are included in this stand. 


‘ARDWARE men who know and 
want the increased sales and 
profit that are the result of concen- 
tration on a dependable, known, 
profitable line, will want to employ 
this new Dover Silent Salesman and 
become an Authorized Dover Sales 
and Service Dealer. 


Properly used, this Display Stand will 
develop an unusual sales ability, of 
its own, even with an inexperienced 
salesman. An intelligent sales and 


The Wisdom of Concentration 


service outline is displayed on the 
back of this fixture, also a con- 
venient literature pocket and a sup- 
ply of service parts. 


Tie up with the Dover advertising 
in the Saturday Evening Post and 
The Ladies’ Home Journal. 


Recommend and sell the Insured 
Line of Dover “No-burn-out” Ap- 
pliances—the kind that render a 
lifetime of service. Write either to 
us or your jobber for details today. 





THE DOVER MANUFACTURING COMPANY of DOVER, OHIO 
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NOB-LOC 


1s makin ge new business 
awherever it is shown 


Szmply insert 
in place of 
old knobs 
and spindle 























ges is blazing a new trail of 
sales. Doors that have gone unpro- 
tected for years are being equipped with 
NOB-LOC — because it is so easy. The 
fact that there is no cutting, no drilling, 
no marring, wins customers quickly. Then 
its unique operation and its three-minute 
application make buyers marvel at its 
simplicity. 

NOB-LOC needs little explanation to sell. 
Two turns of the key and you may as 
well write out the sales-slip. 


NOB-LOC can transform a door with just 
an ordinary latch into an entrance with 
amazing security. And the change can be 
made within three minutes without tools 
or experience. Slip out the old knobs; 
insert the NOB-LOC spindle, screw on 
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IT'S A KNOB AND 
NIGHT LATCH 
ALL IN ONE 


for 
ENTRANCE DOORS 
GARAGE DOORS 
APARTMENT DOORS 
WARDROBE DOORS 
SCREEN DOORS 
BEDROOM DOORS 
OFFICE DOORS 


and 


OUT BUILDINGS OF 
EVERY NATURE 


the other knob and tighten the set screw 
—that’s all. When the door is unlocked, 
both knobs operate the latch in ordinary 
fashion. When locked, the outside knob 
spins free and prevents entry. 


NOB-LOC retails for $2.50 complete. It 
contains a cylinder lock and fits any door. 
It is sold with two keys, and is finished 
in dull brass. 


McKINNEY MANUFACTURING COMPANY 


Pittsburgh, Pennsylvania 


Offices: 
BOSTON, NEW YORK, BALTIMORE, CHICAGO, SAN FRANCISCO 





McKinney Manufacturing Company, 
Pittsburgh, Pennsylvania 


Please send me complete information about Nos-Loc. 
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the N. R. H. A. Padlock 





Left: R. J. Atkinson, 
President 


Right: Hobart R. Beatty, 
Retiring President 


Lower Left: 


Arthur C. 


Lamson, Vice-President 


Lower Right: Herbert P. 


Sheets, 


Blank & 
Stoller, Inc. 


Secretary-Treas. 





THE NEW PRESIDENT 


Oe weir « J. ATKINSON of Brooklyn, N. Y., 
newly elected president of the National Retail 
Hardware Association, entered the hardware busi- 
ness Feb. 8, 1896. Before entering the hardware 
field he was a salesman for a wholesale jewelry firm, but 
his love of tools was so great that he decided to become a 
hardware man. The reading of a hardware trade journal 
while on an outing on the Hudson River hastened his 
decision and he became a merchant. 

Mr. Atkinson is a charter member, one of the organ- 
izers and past president of both the Brooklyn Hardware 
Association and the Metropolitan Hardware Association. 
He is a past president of the New York State Retail 


Hardware Association and was elected a director of the 
National at the Louisville Convention six years ago. 
Last year at Indianapolis he was chosen vice-president 
and last week at Mackinac Island he received the highest 
honor in hardware association circles. 

Mr. Atkinson is a director of the New York State 
Association, Society of Old Brooklynites, Broadway 
Merchants Association, Richmond Hill Investment Co., 
and was a director of the Hardware and Metal Liberty 
Loan Association. He has also served as president of 
the Broadway Merchants Association and the Richmond 
Hill Investment Co. His business is located at 4 and 6 
Ralph Avenue, Brooklyn, N. Y. 
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With the NATIONAL at 


National Congress Conducted Along Entirely Different 

Lines—No Key Speakers—Composite Committee Reports 

on Six Assigned Subjects Followed by Informal Discussions 
Receive Careful Consideration of Delegates 





OMETHING new in convention procedure was 

offered the delegates who attended the 1927 Con- 

gress of the National Retail Hardware Association 
at the Grand Hotel, Mackinac Island, Mich., June 27 
to 30. There were no key speakers to introduce the sev- 
eral angles of the convention theme. Instead six com- 
mittees, each composed of three representative merchant 
members, presented composite reports on six assigned 
subjects of vital interest to all retail hardware dealers. 
The committees were selected carefully. Each member 
was picked because of his experience with the assigned 
subject. 

Several weeks ago each committee member offered his 
survey and opinions. This gave each committee three 
distinct angles on its subject. The best of each was ex- 
tracted, boiled down and the whole prepared in com- 
posite form for presentation to the Congress. 

There were six business sessions. Two each on Tues- 
day, Wednesday and Thursday. An entire session was 
devoted to a single subject. The committee chairman 
presented his composite report for the consideration of 

the delegates. Informal dis- 
cussion followed. There were 
no speakers on the program 
from outside the re- 
tail hardware field. It 
was strictly a Con- 
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J. A. Warrei. 





gress of N. R. H. A. merchant members, for them and 
by them. 

Tuesday morning’s subject was “The New Competi- 
tion,” presented by E. W. Peterson, Florence, Wis., who 
as chairman was assisted by C. G. Gilbert, Oregon, IIl., 
and N. E. Given Bemidji, Minn. That afternoon Chair- 
man Robert P. Adams, Worcester, Mass., presented 
the composite report on “Merchandise and Merchandis- 
ing.” His helpers were N. R. H. A. Vice-President R. 
J. Atkinson, Brooklyn, N. Y., and Robert J. Murray, 
Honesdale, Pa. 

“Arrangement and Display” was the topic of Wednes- 
day morning. The report was read by Chairman A. 
Gunn Haydon, Rushville, Ind. His co-workers were F. 
W. Swannell, Kankakee, IIl., and Gen. Geo. B. Sprowls, 
Claysville, Pa. Wednesday afternoon Chairman Scott 
Kendrick, Flint, Mich., presented the report on “Busi- 
ness Control,” prepared by himself, N. R. H. A. Direc- 
tor S. G. Bartel, Evansville, Ind., and F. R. Conklin, 
Delaware, Ohio. 

Frank Doyle, Lyons Falls, N. Y., president, New 
York State Retail Hardware Association, was chairman 
of the committee which reported on “Stock Control,” 
Thursday morning. His collaborators were N. R. H. A. 
Director J. Charles Ross, Kalamazoo, Mich., and I. O. 
Reinoehl, Kendallville, Ind. The final report was on 
“Organization and Management,” offered by Chairman 
Hugh C. Ross, Jackson, Tenn., N. R. H. A., Director 
Thos. B. Howell, Richmond, Va., also secretary of the 
Virginia Retail Hardware Association, and John S. 
Sommers, Portsmouth, Ohio, were the other members on 
this ,;committee. 

The most impressive feature of the six committee re- 
ports was the thoroughness with which the committees 
studied the assigned subjects. When you realize that 
each report was the condensed composite report of three 
outstanding, carefully selected members, you can appre- 
ciate the vast amount of labor and thought behind each 
of the six reports. The preliminary instruction sheet 
given each committee member was thoroughly 
divided and subdivided to insure completeness 

and concentration on the assigned subject. 

Secretary Herbert P. Sheets is cer- 
tainly to be congratulated on the plan and 
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execution of the 1927 Congress. Dele- 
gates were outspoken in their praise 
and appreciation of the thoughtful 
presentation of the subjects men- 
tioned. As is his usual custom, Mr. 
Sheets had every meeting start ex- 
actly on time. There were no unnec- 
essary delays due to preliminaries. 
Every move went like clock work. 
The attention given to the presenta- 
tion of each committee report was 
unusual. The delegates obviously 
sensed the importance of a careful 
consideration of each topic, and gave 
it just that and more. The nature 
of the informal discussions which fol- 
lowed the reading of each report in- 
dicated very clearly the intense inter- 
est of hardware men ini the study of the six major 
subjects chosen for the convention. 

The opening session was held Monday night. 
It included the address of President Hobart R. Beatty, 
Clinton, Ill. A roll call of délegates and the introduction 
of guests. A few committees were named. 

Many delegates arrived Saturday night and Sunday, 
but the majority reached Mackinac Island Monday. 
They came by rail, auto and boat. Most of the eastern 
delegates took a steamer from Buffalo, Cleveland or De- 
troit and western groups took the boat from Chicago. 


Ideal for Convention 


Mackinac Island offered many natural advantages for 
a National Congress.” Being far removed from business 
and its distracting noises, there was ample opportunity 
for intensive convention work. For the ladies there were 
card parties, carriage drives, boat trips to points of inter- 
est, a real Indian snake dance, concerts, golf and various 
other diversion. In between sessions and on Monday 
delegates had an opportunity to enjoy a few of the en- 
tertainment features so ably arranged by the committee 
headed by A. J. Scott, Marine City, Mich., secretary, 
Michigan Retail Hardware Association, who as chair- 
man was assisted by L. F. Wolf, Mt. Clemens, Mich. 


Advisory 
Clinton, Iil.; R. W. Hatcher, Milledgeville, 
Ga., and George M. Gray, Coshocton, Ohio 


ASSOCIATION 


President—Russell J. Atkinson, 


Brooklyn, N. Y. 


Vice-President—Arthur C. 


Marlboro, Mass. 


Secretary-Treasurer 


Herbert P. Sheets 
Board—H obart 


and James W. Tyre, Detroit. 

Among the many beautiful 
places that were visited by the 
visitors was the old Fort Mack- 
inac, which overlooks the harbor, 
the straits, old Mackinac, Round 
Island and Marquette Park. 
Here one could picture the color- 
ful history of the regidn—In- 
dians, trappers, voyageurs, mis- 
sionaries, fur traders, soldiers, all 
contributing to the making of the 
great Northwest, when France, 
England and America were fight- 
ing for the possession of the néw 
world. 

Fort Mackinac was built by the 
British and was first occupied by 
troops in 1780. Through the 
open gate of the sally port may be 
seen the Pere Marquette statue, 


, 
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Beatty, 
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ledicated in 1909 as a memorial to the work of Father 
Marquette, a French missionary of the seventeenth cen- 
tury. He founded the first mission in Mackinac Straits 
in the year 1671. Father Marquette died four years later. 

The island has a State Park com- 
prising 2,000 acres of the most 
beautiful woodland to be found any- 
where on the continent. Drives 
were taken through this park by 
the members and their guests. Arch 
Rock, on the east side of the island, 
a remarkable natural curiosity, 
standing 149 feet above the water, 
and having a span of 50 feet, and 
about which is woven many inter- 
esting Indian legends, was a point 
of great interest to those who saw it. 

Then there was the old mission church, built by the 
Presbyterians in 1829, which still stands in a remark- 
able state of preservation. Such places of extreme in- 
terest as the following were visited: Sugar Loaf, a rock 
rising 90 feet high in the center of the island; the rifle 
range where United States soldiers practiced marksman- 
ship during their occupancy of the fort; the stone block 
houses erected at that time and still in a state of good 
preservation—in fact, in their original condition; Skull 
Cave, where a fur trader, Alexander Henry, was hidden 
away by friendly Indians during a massacre in 1763; 
Point Lookout with its sweeping view to the north and 
east; Fort Holmes, built by the British on the highest 
point on the island, in the rear of Fort Mackinac, during 
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the war of 1812; Lover’s Leap, from which it is told an 
Indian maiden leaped to her death upon learning that her 
lover had been killed in battle; Pontiac’s Lookout; the 
British Landing, where the British forces landed in 1812 
when they captured Fort Mackinac 
from a small force of United States 
soldiers; Scott’s Cave; Chimney 
Rock; Devil’s Kitchen, and the 
Wishing Spring. 

Trips were taken to Les Che- 
neaux (Snows) Islands, fourteen 
miles distant, these being among the 
most enjoyable features of the gath- 
ering. 

The Grand Hotel, where the ses- 
sions were held, is one of the best 
resort hotels in America, command- 
ing a wonderful and beautiful view of the Straits of 
Mackinac. The entire facilities and exclusive use of the 
hotel were placed at the disposal of the National Hard- 
ware Association and their friends, the heavy summer 
tourist business not having gotten fully under way at 
the time. 

Two ball rooms, a grill room and a theatre, an Italian 
garden, a magnificent veranda more than two city blocks 
in length and said to be the largest in the world, are 
some ef the hotel’s appointments. The tea garden, with 
its orchestra, the tennis courts and the golf course, all 
came in for their share of attention from the visitors. 
There being no motor transportation on the island, saddle 
horses are very popular as a means of enjoyment. 





Presidents and Secretary, National Retail Hardware Association, 1901-14 








Front Row, Left to Right—W. P. Lewis, Huntingdon, Pa., 1901-2; H. G. Cormick, Centralia, Ill., 1902-3; W. P. Bogardus, Mt. Ver- 
non, Ohio, 1903-6; E. M. Bush, Evansville, Ind., 1906-7. 


Center Row, Left to Right—S. R. Miles, Indianapolis, Ind., 1907-8; A. T. Stebbins, Rochester, Minn., 1908-9; Charles H. Williams, 
Streator, Ill., 1909-10; H. L. McNamara, Janesville, Wis., 1910-11. 


Top Row, Left to Right—Sharon E. Jones, Indianapolis, Ind., 1911-12; L. C. Abbott, Marshalltown, Iowa, 1912-13; C. A. Ireland, 
Ionia, Mich., 1913-14; E. E. Mitchell, Morrillton, Ark., 1914; M. L. Corey, Argos, Ind., Secretary, 1901-14 
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President Beatty Outlines N. R. H. A. Activities 
and Reviews Merchandising Trends 


OLLOWING the roll call of delegates 

the introduction of guests and other 

preliminaries of the opening session of 
the twenty-eighth annual Congress of the 
National Retail Hardware Association, 
Monday evening, President Hobart R. 
Beatty, Clinton, Iil., delivered his presi- 
dential address. Mr. Beatty gave a very 
thorough outline of specific services avail- 
able to N.R.H.A. members, urged greater 
participation in the annual business survey ; 
told of the constructive efforts of the Na- 
tional Hardware Council then offered an 
interesting review of merchandising 
changes, saying in part: 

“A conference of possible far-reaching 
benefits was held last March in Chicago 
by representatives of our organization and 
of the National Electric Light Association 
to consider hardware retailers’ objections 
to methods used by public service compa- 
nies in merchandising electric and gas ap- 
pliances. 

“The demoralizing effect of central sta- 
tion practices of allowing extreme instal- 
ment terms on purchases of very small 
amount, of giving premiums to induce 
trade and of making unjustifiable allow- 
ances for old equipment turned in as part 
of the purchase price of new appliances is 
widely known to hardware retailers. 

“Representatives of the National Elec- 
tric Light Association expressed apprecia- 
tion of the position taken by -hardware 
dealers as outlined to them by our com- 
mittee, and gave assurance of their desire 
to so conduct their merchandising enter- 
prises as not to work injury to other ap- 
pliance sellers. 


Coordinating Association Effort 


“An outstanding accomplishment of the 
1926 secretaries’ conference was the adop- 
tion of a State convention program plan 
which was recommended to all the affiliat- 
ing associations for their 1927 meetings. 
Many carried out this program in detail 
others carried it out very largely in form, 
and there are few, if any, that did not 
carry it out approximately in spirit. 

“No matter where the place, the funda- 
mental problems of hardware retailing are 
much alike, and I believe the greatest good 
from convention study for the membership 
as a whole is accomplished when the same 
questions are concentrated upon through- 
out association territory. 

“So I strongly urge that the plan which 
carried through so well for the 1927 con- 
vention period be followed up by succeed- 
ing conferences of the secretaries and that 
support by all affiliated associations of such 
uniform programs be accorded. 

“The uniform program used for the 1927 
State meetings followed the line of thought 
developed by our Indianapolis Congress, 
and I believe that for the next year the 
secretaries’ conference can do no better 
than to frame a similar program to follow 


up the development of the ‘Better Mer- ! 








Miss Marian Lamson and 
Mrs. Robt. Adams 


chandising’ idea which will be brought out 
during this Congress. 


The Changing World 

“To anyone engaged in the business of 
retailing hardware, it is hardly necessary 
to state that things are not as they used to 
be. Methods which were successful in our 
fathers’ days do not suffice in the year 
1927. 

“Rapid advances in the development and 
extension of the telephone, telegraph and 
radio have eliminated distance in the 
realm of communication. Fast mail 
trains, the airplane, improved freight and 
express service, and the motor truck have 
greatly speeded up shipping. 

“Industrial expansion and _ prosperity 
have increased our national and per capita 
wealth. 

“And apace with, if not often exceeding, 
this growth of income and purchasing 
ability which has accompanied progress 
and production, there have .been devised 
new and more intensive methods for cater- 
ing to the consumer. . Particularly within 
the past decade have these wrought a tre- 
mendous change in the living and spending 
habits of people. 

“New means of communication have 
broadened the scope of their views and 





Ceremonial Indian Dance an Entertain- 
ment Feature 





contacts. Swift transportation has ex- 
tended their shopping radii and brought 
more numerous and varied commodities 
guickly within their reach. 

“The result is that to-day’s consumers, 
among whom each of us is numbered, only 
remotely, if at all, resemble those of yes- 
terday. Having more money to spend in 
an effort to gratify our highly cultivated 
desires, we have also correspondingly 
greater opportunity to spend. 


Hardware Merchandising Must 
Change, Too 


“As consumer wants change, the hard- 
ware man finds it necessary to adjust his 
methods accordingly. 

“Merchandise in brisk demand today 
may tomorrow be a drug on the market. 
To succeed, a merchant must not only keep 
in close touch with current activities, but 
also be on the alert to sense changes in 
popular demand almost before they occur 
He must possess and exercise powers that 
border upon the prophetic, and his response 
to changes must be ready and aggressive. 

“Recent years have brought into dis- 
tribution new methods for the convenience 
of the consumer in selecting and making 
his purchases. These appeal to the pur- 
chaser who is impatient, and to the shop- 
per whom display intrigues to the point of 
buying. 

“The philosopher who declared that the 
public would beat a trail to the door of 
the man who made a better mouse trap 
even though he lived in a place remote, 
spoke of times that have gone. In the year 
1927 consumers can find on the main high- 
way plenty of mouse traps of satisfactory 
quality, convenient for their buying, and 
he who is not out where the traffic of trade 
passes, and who does not make his estab- 
lishment alluringly attractive, will soon find 
himself lost in the forest of oblivion. 

“Another factor of major consequence 
before every hardware man today is the 
gradual narrowing of his profits, a fact 
impressively disclosed by the successive 
annual surveys of our association. 

“So we have before us as three prin- 
cipal problems for hardware retailers’ con- 
sideration : 

“First, stock control; second, physical 
control; third, fiscal control. 

“Each of these problems constitutes a 
challenge to the progressive retailer. And 
how may that challenge be better answered 
than by the central theme which has been 
selected for the program of this Congress, 
‘Better Merchandising’ ? 


Program to Fit the Situation 


“Our Congress programs for a number 
of years have been planned in sequence 
with a view to charting at regular periods 
the status and the progress of the retail 
hardware trade, so as to determine those 
things necessary for continued advance- 
ment and to formulate definite recommen- 
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dations for the guidance of our member- 
ship. 

“Two years ago, at Philadelphia, our 
theme was ‘The Retailer’s Obligation.’ 
Last year, at Indianapolis, under ‘The 
Future of Retailing,’ we studied the trends 
in distribution as they relate particularly 
to the retailing of hardware. 

“When the Board of Governors met in 
January to determine the theme for the 
present Congress, it seemed logical that 
our present study should be directed to the 
practical everyday problems of the mem- 
bership. 

“It was felt that the pressing competi- 
tion of the present day, the existence of 
those three principal problems which I 
have mentioned, make it not only the op- 
portunity but the duty of this Congress to 
consider, and, if possible, point out to 
the membership you represent the course 
to pursue for successfully meeting the 
merchandising requirements of the times. 
So ‘Better Merchandising’ was adopted as 
our general theme. 

“This year we bring an innovation in 
the form of program. We shall have no 
speeches in the sense of former years. 
To make the discussions of most prac- 
tical character, to keep the study of every 
session upon relevant and properly related 
topics, to develop the various subjects 
logically and consistently so as to arrive 
at findings directly serviceable, the Board 
decided that in lieu of introductory ad- 


dresses formerly used, we should have 
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N. R. H. A. Directors Chosen at 
Mackinac Island 


W. B. Allen, Palo Alto, Calif. 
S. G. Bartel, Evansville, Ind. 
N. E. Given, Bemidji, Minn. 
Thos. B. Howell, Richmond, Va. 
Hugh F. McKnight, Pittsburgh, Pa. 
E. W. Peterson, Florence, Wis. 
J. S. Rhein, Alliance, Neb. 

J. Charles Ross, Kalamazoo, Mich. 


Mr. Peterson succeeds George W. 
Schroeder, Eau Claire, Wis., who 
resigned from the board of directors. 
Mr. Given succeeds Arthur C. 
Lamson, Marlboro, Mass., who was 
elevated to the vice-presidency. 














reports prepared in advance by committees 
selected from the delegate body. 
“Accordingly, a committee of three 
hardware retailers was named to study 
and compile a report upon each of the six 
subjects into which the convention theme 
was divided. These committee reports 
will place the topics before the various 
sessions, and I hope that each session will 
be marked not only by a very general and 
profitable discussion, but that we _ shall 
reach definite, usable conclusions which 
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will enable the hardware retailers of the 
United States to better serve their com- 
munities and themselves.” 

At the close of President Beatty’s mes- 
sage, Past President George M. Gray, 
Coshocton, Ohio, acting on behalf of the 
board of governors, presented Mr. Beatty 
with a wonderful set of golf clubs nestled 
tightly in a fine black leather bag. Secre- 
tary H. P. Sheets then handed the pre- 
siding officer a golf ball, expressing sym- 
pathy for the treatment it would soon re- 
ceive when the new clubs got into action. 
The Illinois delegation, through Si Koeh- 
ler of Chicago presented the president 
with a gong bell and mallet, for use during 
the Congress; then J. I. Van Nattan pre- 
sented Mrs. Beatty with a ring, also the 
gift of the Illinois delegation. 

Guests introduced were D. A. Merri- 
man, American Steel & Wire Co., presi- 
dent American Hardware Manufacturers’ 
Association; Charles F. Rockwell, secre- 
tary of that organization; W. H. Donlevy,. 
Carter, Donlevy & Co., Philadelphia, Pa., 
president National Hardware Association, 
and George A. Fernley, secretary of the 
same. These guests brought greetings. 
from their own organizations. 

Department heads from the N. R. H. A. 
office were introduced, and the following 
past presidents lined up for the applause 
of the delegates: Sharon E. Jones, S. R. 
Miles, Chas. Woodward, Chas. Williams, 
Chas. A. Ireland, George M. Gray, Hamp 
Williams, Chas. H. Casey, R. W. Hatcher. 





Merchant Must Study New Competition 
and Adopt More Modern Methods 


“This tremendous increase in production: 
resulted in correspondingly increased pres- 


sure for distribution. 
“New uscs were conceived for old prod- 


TUDYING new’ competitions and 
SS adopting more modern and energetic 
methods are necessary for the hard- 
ware merchant who expects to maintain a 
successful position in the distribution of 
merchandise. This was clearly brought 
out in a comprehensive report prepared by 
chairman E. W. Peterson, Florence, Wis. ; 
N. E. Given, Bemidji, Minn., and C. G. 
Gilbert, Oregon, Ill. Mr. Peterson pre- 
sented the report, which included a pre- 
liminary survey of the evolution of re- 
tailing and the various phases of general 
store, specialty store, chain and depart- 
ment store activity. In part the report 
follows: 

“The hardware merchant has always 
been a service merchant, a man close to 
his community and in touch with its grow- 
ing needs. He has lent credit, extended 
service and adapted his methods and hours 
of business to the needs of his customers. 

“But, while still supplying nails and 
strap hinges and hammers and _ hatchets 
and nuts and bolts, just as it did twenty- 
five and thirty years ago, the modern hard- 
ware store displays such a variety of goods 
- was hardly dreamed of in that early 
day. 

“Throughout all those years the business 
of retailing has expanded as rapidly as 
the wants of the people multiplied. But 
for the must part the evolution has been 
gradual; changes were not drastic or sud- 
den. 





“With our rapid industrial and trans- 
portation development, competition in all 
lines became stronger. Wholesalers and 


E. W. Peterson 
Florence, Wis. Elected N. R. H. A. 


Director 


manufacturers in increasing numbers vied 
for the hardware retailer’s business, and 
at the same time sought outlets for their 
goods through additional channels. 





ucts. National advertising in larger meas- 
ure than ever before was used to stimu- 
late consun:er interest and extend markets. 

“Competition between industries natur- 
ally was iniensified. Advertising and sell- 
ing campaigns involving the expenditure of 
millions of dollars are now cooperatively 
financed to promote the sale of common: 
products. 

“Yet within each group keen competition 
continues. Every member strives for the 
largest possible share of the group’s total. 

“Competition of materials is equally 
strong. Concrete and tile strive with stone 
and brick. Thirty or more substitutes for 
lumber, each earnestly and expensively 
promotes its own use; while lumber spends 
a million dollars a year to maintain its. 
place. 

“Similarly has evolved competition be- 
tween towns and communities. Larger 
towns try to draw business from the 
smaller, and vast sums are spent in ad- 
vertising and other promotional campaigns 
to attract population and industries to va- 
rious cities and communities. 

“With production far exceeding possible 
distribution through regular channels, man- 
ufactured goods began finding their way 
to the consumer through additional outlets. 

“Manufacturers who had previously sold 
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only through wholesalers began selling to 
retailers and in some instances direct to 
the consumer. 

“Wholesaters, also infected with the vol- 
umitis germ. expanded their sales efforts 
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Oregon, III. 


into many fields, often competing with 
their dealer-customers. 

“The installment credit plan, formerly 
used in selling certain lines of considerable 
unit value, was rapidly adopted by many 
—-* in competing for larger 
sales 

“Excess cost incident to the deferred 
payment service, and the fact that after 
paying such cost the consumer has less 
money with which to buy merchandise, was 
ignored. 

“Every selling effort is aimed at imme- 
diate results, leaving the future to take 
care of itself, regardless of the excessive 
structure so built up. 

“With an enormous increase in the num- 
ber of channels through which hardware 
distribution now flows, volume per outlet 
inevitably decreased. Consumption could 
not possibly increase in ratio with selling 
effort. 

“So arose the problem of hand-to-mouth 
buying, with its added costs. Orders from 
fifteen outlets must necessarily average 
much less than orders from six outlets for 
the same velume of goods. 

“During the war period the entire na- 
tion concentrated intensively upon a single 
purpose. 

“Individual expenditures were scruti- 
nized, and savings used to supply the ne- 
cessities of our armies. 

“From such emotional peaks as were 
reached, it was not surprising that a quick 
reversal of feeling followed the ending of 
hostilities. . 

“Most people found themselves with 
more money than they had ever before 
possessed. Saving quickly gave way to 
spending. Merchandising became a prob- 
lem of supplying, not stimulating, demand. 

“Motor car production and sales have 
grown by leaps and bounds. Improved 
roads shortened distances and created the 
problem of the small town’s future. 

“All the new merchandise which has 
come into the market has helped to inten- 
sify competition and spread the consumer’s 
dollar over a still larger area. 

“More and more women are doing the 
family buying. More exacting as to val- 
ues and more susceptible to special prices, 
they at the same time demand better as- 
sortments and more attractive display of 
goods. 

“And while consumers have more dol- 
lars, each dollar will buy much less than 
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it did a dozen years ago, and with so 
many more things for which to spend 
money, there is a strong tendency to think 
in terms of price rather than quality, in 
contrast with the days when quality had 
first consideration. 

“Notwithstanding a large percentage of 
our population is living up to, or beyond, 
their incomes, the more conservative con- 
tinue to live normal lives, spending less 
than they make and husbanding their re- 
sources for investment and accumulation. 

“Selling hardware at retail has long been 
strongly competitive, but this new era 
finds this competition intensified far be- 
yond previous experience. 

“To himself every manufacturer’s prod- 
uct is the most important of all commodi- 
ties. He makes every effort to induce 
consumers to ask for, and to force dealers 
to sell, that product. 

“He urges the dealer to concentrate on 
his goods, notwithstanding he has thou- 
sands of other items to which he must also 
give attention. 

“Trying for greater volume, many manu- 





N. A. Gladding 
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facturers whose goods were formerly dis- 
tributed through hardware channels, have 
created new competition for hardware re- 
tailers by passing their products through 
channels previously foreign to hardware. 
This has reduced sales of individual dis- 
tributors and increased handling costs. 
“Some manufacturers also theorize that 
because of their national advertising and 
other expensive promotion, demand for 
their goods is so stimulated that the re- 
tailer can work on a smaller margin in 
spite of his higher cost of doing business. 
“To intrigue the retailer’s interest, they 
commonly speak of margin as profit and 
figure percentages on cost rather than sell- 
ing price. Little is said of operating ex- 
pense, which must be paid out of margin 
before a profit remains for the merchant. 
“Often these false profit claims are blaz- 
oned on broadsides, folders, postcards and 
other printed material circulated through 
the mail. Passing before the eyes of postal 
employees and others familiar with the 
problems and complexities of retailing, they 
lead to erroneous conclusions that the lo- 
cal merchant is taking abnormal profits. 
“As another consequence of this pres- 
sure for more volume, certain types of 
large buyers get on preferred lists, the 
size of their orders blinding sellers to 
all the other factors. Such preferred cus- 
tomers are thus enabled to make large 
profits while other distributors are left 
with no compensation for their service. 
“Another outgrowth of this volume de- 
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sire is the large number of specialty shops, 
operated or directed by manufacturers. 
“From these stores often go armies of 
house-to-house canvassers trained in pres- 
sure selling and motivated by the desire 





N. E. Given, Bemidji, Minn. 
Elected N. R. H. A. Director 


to earn goodly commission. Such distri- 
bution is costly, but the selling effort is so 
intensified as to make formidable competi- 
tion tor the multiple line store.” 

“Still another form of competition is 
stores operated by many corporations for 
the benefit of employees. Goods are usu- 
ally sold at a fraction above cost, and 
operating losses absorbed by the company. 

“It is easy to understand how sub-nor- 
mal prices to employees and their friends 
and their friends’ friends work to the dis- 
advantage of retailers whose selling prices 
must include sufficient margin to cover op- 
erating costs and compensation. 

“Far more general than the company 
store is the practice of purchasing depart- 
ments to pervert their pr imary function by 
buying at wholesale goods for the personal 
use of employees. Most wholesalers rec- 
ognize that this is economically and ethical- 
ly unsound, but few who seek factory busi- 
ness have the courage to decline the small 
orders so given. 

“Competitive stress is likewise intensified 
by the manufacturers who sell all they can 
through hardware channels and then seek 
additional volume through direct selling. 
This takes a variety of forms and those 
responsible often try to justify the prac- 
tice by a peculiar reasoning that it actually 
stimulates sales for the merchant. 

“But even when the goods are differently 
branded to avoid the appearance of direct 
competition, the results are the same. Busi- 
ness is taken from the dealer who buys for 
resale, and his problem is intensified by the 
fact that though direct selling is usually an 
expensive process, it is not easy for the 
public to believe that buying “direct from 
the maker” is not cheaper than buying at 
local stores. 

“All these expensive efforts by manufac- 
turers to get more of their goods into the 
hands of the consumer, all this competition 
between industries and between individuals 
within the industry, make for higher dis- 
tribution costs and have their reflection in 
the prices which the retailer must pay and 
charge his customers. 

“Most hardware wholesalers no longer 
confine their sales to hardware retailers, 
but solicit the business of all classes of 
merchants and near-merchants who can be 
induced to add hardware and kindred lines 
to their regular stocks, and to factories, 
contractors and others. The handling of 
retail quantities is a logical consequence. 
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Left to right—(1) Charles H. Casey, secretary, Minnesota and S. Dakota Associations, past N. R. H. A. president; N. E. 
Given, Bemidji, Minn. (2) Mrs. Krause and George D. Krause, Lebanon, Pa. (3) R. O. Noojin, Attalla, Ala., and H. C. 
Waters, Paw Paw, Mich. (4) Hardware delegates on the sun deck, S. S. Tionesta. (5) Billie Reber, W. H. McK. Reber and 
Mrs. Reber, Bloomsburg, Pa. gf Hamp Williams, past president, N. R. H. A., and Mrs Williams, Hot Springs, Ark. (7) 
Charles Williams, past president, N. R. H. A., Streator, Ill. (8) Fred N. Rix, Pike Mfg. Co., Pike, N. H. (9) Mr. and Mrs. 
B. Frank Antrim, Camden, N. J. (10) E. E. Lucas, secretary, Pacific Northwest and Idaho Associations; Harry L. Boyd, secre- 
tary, Southern California Assn., Los Angeles, Cal.; Mr. and Mrs. Paul Mulliken, assistant secretary, Illinois Assn.; Mr. and 
Mrs. Bob Eveland, Detroit, Mich.; William Moore, Detroit, Mich., treasurer of Michigan Assn.; George W. Eckhardt, Henry 
Disston & Sons, and C. W. Helgerson, Van Camp Hardware and Iron Co. 
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Left to right (11) Mrs. L. D. Nish, Elgin, Ill, and Mrs. Charles H. Williams, Streator, II]. (12) Hobart R. Beatty, retiring presi- 
dent, N. R. H. A., and D. A. Merriman, American Steel and Wire Co. president, American Hardware Mfrs. Assn. (13) 
John B. Foley, Secty., New York Assn., talking with newly elected president of N. R. H. A., R. J. Atkinson of Brooklyn, 
N. Y. (14) W. H. Donlevy, president, N. H. A.; A. H. Nichols, Buhl Sons Co., and George A. Fernley, secretary, N. H. A. 
(15) Deck scene on board steamer Tionesta. (16) Mr. and Mrs. C. A. Hammond, McKinney Mfg. Co. (17) Sharon E. Jones, 
secretary, P. A. S. H. A. (18) Mrs. H. P. Sheets, Indianapolis, Ind. (19) Llew S. Soule, Editor, Harpware Acre. (20) Fred. 
W. Swannell, Kankakee, III.; H. H. Perkins, David Lupton Sons; E. A. Mahoney, Schenectady, N. Y., Martin Van Dussen, 
Vice-president, N. Y. State Assn., Rochester, N. Y.; John B. Foley Jr., Pittsburgh, Pa. J. A. Winters, East Orange, N. J., 
Charles L. Ladner, St. Cloud, Minn., J. C. Stuhlman, St. Paul, Minn., J. P. Duffey, Greenville, Ohio, and Geo. M. Gray, past 
president, N. R. H. A., Coshocton, Ohio 
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“The modern wholesaler appears deter- 
mined to have one or more customers in 
every town in the territory he tries to 
cover. If the hardware man does not buy 
from him, he tries to find someone else 
who will. 

“So demoralized has the situation be- 
come that even should one wholesaler con- 
fine his sales to hardware men, other 
wholesalers will insist upon business from 
the same territory, and since the hardware 
men cannot buy from all, they seek cus- 
tomers in whatever lines they may be 
found. 

“This practice not only affects the hard- 
ware merchant by increasing the number 
of local outlets, but much of the merchan- 
dise so bought is never intended for resale 
in the usual way, and is cut-priced for lead- 
ers and sideline purposes on the old idea of 
increasing sales without increasing ex- 
pense. 

“Through such connections these “side- 
line” merchants are able to buy for per- 
sonal use and the use of friends almost 
anything the wholesaler carries. 

“In selling to factory, contractor, build- 
ing company, municipality, and others not 
engaged in reselling, wholesalers find it 
difficult to refuse to furnish goods for the 
personal use of buyers and employees even 
though they might prefer not to do so. 
Thus much business is lost to the local 
merchant through courtesy orders. 

“Then there is the wholesaler who de- 
liberately sells at retail, with the result 
that besides directly competing with his 
retailer customers, the greater expense of 
selling retail quantities at wholesale must 
be absorbed in higher prices to his regular 
trade. 

“It sometimes seems that almost every 
one has some direct or indirect connection 
through which to ‘buy at wholesale.’ 

“Meantime competition by retailers has 
grown in its complexity and intensity, 
with the expansion of lines by practically 
all groups and the stronger efforts to share 
consumer purchases. 

“Demarcation lines are no longer drawn. 
Most retailers handle anything they think 
they can sell, regardless of how foreign it 
may be to regular stocks. 

“The catalog houses apparently believe 
they have approached the maximum in 
mail order volume. So now they are seek- 
ing over-the-counter business with depart- 
ment stores in outlying, low-rent sections 
of a number of cities. 

“One house is opening so-called display 
stores in county seat towns. Reports in- 
dicate that in addition to showing samples, 
immediate delivery is made of any goods in 
stock, even to the sample itself. 

“Because of their rapidly growing num- 
ber, chain stores sometimes loom large as 
competitors of independent merchants. 
Published figures do not reveal the volume, 
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but undoubtedly the five-and-tens dispose 
of rather sizable quantities of the smaller 
items of hardware and housewares, while 
the twenty-five-to-a-dollar stores go into a 
large variety of tools and kindred items. 

“With trained organizations and large 
buying power these concerns are able to 
sell unbranded merchandise, and often well- 
known lines, including sub- standards, job- 
lots and close-outs, at very low prices. 

“It is to be remembered, though, that 
chain stores selling hardware in consider- 
able quantities are as yet principally located 
in the cities and larger towns. Merchants 
in the smaller towns are little affected ex- 
cept by the publicity which the chains have 
received 

“Efforts of department stores to increase 
their sales of housewares and other hard- 
ware items, and in some cases complete 
hardware lines, have in no way diminished. 
Special price offerings are extensively ad- 
vertised from time to time, but in the main 
the independent hardware merchant has no 
great difficulty in meeting their regular 
prices on standard goods 

“With their present diversified lines mod- 
ern drug stores have become almost drug- 
less, and hardware now composes a large 
part of their stocks. 

“Their display methods are calculated to 
catch the eye and stimulate immediate in- 
terest. Price-cutting is a major factor in 
their hardware selling. 

“Further competition for the hardware 
man comes from the grocery store, furni- 
ture store, lumber yard, plumbing shop, 
garage, and even the cigar stores, pool 
rooms, and news stands. 

“Hardware seems to have a_ peculiar 
sideline appeal to retailers and near-retail- 
ers in other lines with whom the opinion 
apparently prevails that hardware must be 
sold on a cut-price basis. 

“In the specialty shop pressure selling 
has reached, or approached, its climax. 
High selling costs and financing charges 
are included in the customer’s purchase 
price. 

“Single lines can always be pushed with 
much greater intensity than multiple stocks, 
but selling costs are usually higher. 

“The peddler, reincarnated after his long 
rest, is again with us, but today’s peddler 
is trained for such intensive selling as was 
never dreamed of by his prototype of old. 
Local merchants may well study his meth- 
ods and successes with an eye to adapta- 
tions. 

“The efficient merchant’ will continually 
study his competition; it is no longer 
limited to those engaged in the same line 
of endeavor, but that it has extended to 
practically all industrial and commercial 
groups, every member of which is striving 
to the utmost for a goodly portion of the 
consumer’s dollar. He will be always alert 
and watchful for newer and better methods. 
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“By constant observation and study of 
general business conditions and the activi- 
ties and financial ability of his community, 
the needs and buying habits of his custom- 
ers, and the prices they are willing to pay, 
the successful merchant will so adjust his 
stocks as to properly supply their require- 
ments and render most satisfactory service. 

“Because many lines once popular n 
be no longer in demand, because buying 
focus is constantly changing, he will study 
his present stocks with an understanding 
eye, eliminate non-essential goods, and re- 
duce his slow moving lines and items to 
the smallest quantities consistent with eff- 
cient service. 

“He will know merchandise and markets, 
quality and prices. 

“He will carefully select his goods for 
right assortments and quantities and to 
avoid overstocks. He will buy with such 
discriminating judgment as will assure 
margins adequate for a fair return on his 
investment and effort. 

“He will dress his store to make it most 
inviting to customers and through skillful 
arrangement of his stock, open displays 
and plan pricing he will simplify selling 
and conserve time for both himself and his 
patrons. 

“Through stock records and careful or- 
dering his purchases will be controlled and 
a wisely planned expense budget will indi- 
cate monthly sales standards and stimulate 
energetic selling effort. 

“More and more management is recog- 
nized as the most important factor in 
business. Management is progressive; it 
reviews experience ; it looks ahead; it plans 
for definite accomplishment and organizes 
the machinery necessary for success. 

“Skillful management and hard work 
will insure success in an era of the sur- 
vival of the fittest. Customers will be 
sought with energy and their needs sup- 
plied through well directed salesmanship 
and efficient service. 

“The day of the independent merchant is 
by no means past. Still doing approxi- 
mately 67 per cent of the country’s retail 
business, his future is bright with promise, 
but he must know what his job is and 
how to do it. The very fact that retailing 
seems to hold such great appeal to large 
capital ought to be added incentive to the 
man with small capital.” 

“The opportunities of the hardware mer- 
chant have not been dissipated. Even 
though the consumer’s buying focus has so 
changed as to have little resemblance to 
that of a quarter century ago, a great 
variety of new wants has been created for 
the hardware man to supply. 

“This he can do by being a good mer- 
chandiser and a good business man, keenly 
conscious that that method of distribution 
will survive which renders the best service 
at the lowest cost.” 
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Find Hardware Merchants’ Hardest Competition 


Comes From 


T the close of the reading of the re- 
port on “The New Competition,” the 
subject was thrown open for a gen- 
eral discussion and various members 
brought out the following ideas: 
R. W. Hatcher, Milledgeville, Ga., past- 
president of the National Retail Hardware 
Association and member of the Advisory 





R. W. Hatcher 
Milledgeville, Ga. 
Past N. R. H. A. President 


Board, was of the opinion that some of 
the hardest competition being offered to 
the retailers today was that of the stores 
operated by various factories and large cor- 
porations for the benefit of their employees 
and their friends. He considered such 
stores as absolutely foreign to the business 
of the companies operating them and 
stated that they should be conducted, at 
least, as separate institutions. 

Arthur C. Lamson, Marlborough, Mass., 
member of the Board of Directors of the 
National Retail Hardware Association, 
cited various instances of large corpora- 
tions throughout the New England states 
that were selling all kinds of merchandise 
to their employees at cost. 

Chas. G. Gilbert, Oregon, IIl., vice-presi- 
dent of the Illinois Retail Hardware Asso- 
ciation, also was of the opinion that the 
selling of merchandise by large corpora- 
tions to their employees was the biggest 
problem confronting the hardware retailers 
in manufacturing towns and recommended 
closer cooperation between the retailers and 
the wholesalers in an effort to stamp out 
the evil. He further stated that while the 
small order evil was blamed on the retailer, 
he believed that the real source was the 
purchasing departments of the large cor- 
porations. 

Carl Monk, Nacogdoches, Tex., was of 
the opinion that the heads of the corpora- 
tions would usually listen to the retailer’s 
complaints if they were properly presented 
and would show a willingness to remedy 
the conditions. However, when they would 
not, he thought it was possible to accom- 
plish the desired results with the coopera- 
tion of manufacturers and jobbers. 

R. J. Atkinson, Brooklyn, N. Y., vice- 
president of the National Retail Hardware 
Association felt that it might help if the 
retailer could educate the corporations sell- 
ing at cost to its employees that “cost” con- 
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sisted of the invoice price plus the over- 
head instead of merely the price paid for 
the merchandise. 

George C. Allen, Buffalo, N. Y., stated 
that in his opinion the retailer’s grievance 
against corporations selling goods at cost 
could best be handled by the Chamber of 
Commerce or similar organization. 

William Ott, Baraboo, Wis., felt that the 
retailer had a big advantage over the vari- 
ous forms of modern competition in that 
he was in close and constant contact with 
his community. He said, however, that the 
hardware store was losing business as a 
service store to the drug and other stores 
because of the latter’s aggressiveness and 
better merchandise displays. 

E. W. Peterson, Florence, Wis., felt that 
experienced hardware men should not be- 
little their ability and that their very ex- 
perience gave them a decided advantage 
over competition. 





Henry Duncan, Everett, Mass. 


President, New England Association 


John Greibler, Alexandria, Minn., stated 
that he had overcome jobber competition in 
his territory by going directly to the heads 
of the offending jobbing houses. 

John Sommers, Portsmouth, Ohio, 
thought that the hardware dealers should 
spend more time educating the public to 
the fact that hardware stores gave more 
service than do the stores in other lines. 

J. S. Rhein, Alliance, Neb., a member of 
the board of directors of the National Re- 
tail Hardware Association, felt that, while 
the hardware dealer wanted to become 
known as a service store, the customers 
should be shown the difference between 
service and abuse. 

N. E. Given, Bemidji, Minn., stated that 
hardware stores were apt to get into a rut 
in the matter of the stock carried and stick 
to old lines. Chain and drug stores seemed 
to always be the first to take up and push 
new goods. 

R. J. Atkinson, Brooklyn, N. Y., warned 
that the hardware dealer must not be like 
a child with a new toy and be continually 
jumping from one new line to another. 





Corporations 


C. C. Carter, Carthage, Mo., president of 
that state association, contended that hard- 
ware men had over-worked the idea of 
quality merchandise and that it was time 
to get from quality to values. Competing 
agencies were gaining ground through a 
price appeal and he believed that the future 
success of the hardware dealer lay in 


said 


carrying popular priced goods. 
Rushville, 


A. Gunn Haydon, Ind., 





Hugh F. McKnight, Pittsburgh, Pa. 
N. R. H. A. Director 


that it was not necessary to sell everything 
in the store cheaply but to have lines as- 
sorted as to price. 

Martin Van Dussen, Rochester, N. Y., 
asserted that hardware items were sold 
only incidentally and that hardware cus- 
tomers did not rush to a store to buy as 
soon as a need for some item was felt but 
waited until such time as they visited a 
store. Therefore not only was it advan- 
tageotts to display merchandise but the 
store itself must be prominently located. 

C. L. Glasgow, Nashville, Mich., presi- 
dent of the Michigan Retail Hardware As- 
sociation, thought that hardware store 
clerks should know their merchandise well 
enough to be able to convince the customer 
that he was getting value. 

George Pentecost, Terre Haute, Ind., 
stated that advertising, display and store 
meetings were vital factors in successful 
hardware merchandising. 

Thomas B. Howell, Richmond, Va., 
member of the board of directors of the 
National Retail Hardware Association, 
told how the 21 hardware dealers in Rich- 
mond had joined in a cooperative advertis- 
ing program to combat the competition of- 
fered by the public service companies in 
the sale of electric appliances at cut 
prices. 

H. P. Sheets, secretary of the National 
Retail Hardware Association, gave a short 
summary of both the report of the com- 
mittee and the discussion that followed and 
quoted figures showing that while such 
agencies as chain stores, mail order houses 
and others were selling 33 per cent of all 
merchandise there was still left 67 per cent 
for the independent retailers. 
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Dealer Must Understand Local Needs and 
Study Different Selling Fields 


MPHASIZING the importance of 
knowing your merchandise, under- 
standing your local requirements and 

studying the different groups of consumers 
and their buying habits, the committee on 
“Merchandise and Merchandising” pre- 
sented its report Tuesday afternoon. It 
was read by Chairman Robert P. Adams, 
Worcester, Mass., who was assisted in its 
preparation by Vice-President R. J. Atkin- 
son, Brooklyn, N. Y., and Robert J. Mur- 
ray, Honesdale, Pa., who was absent due 
to illness. In part the report follows: 

“The merchant is the connecting link 
between producer and user. He adds di- 
rectly to merchandise utilities of time and 
of place which the maker cannot give at 
comparable cost. He accelerates the in- 
troduction of new goods by making them 
available quickly and economically. 

“To function properly he should know 
the needs of those he would serve, the ex- 
tent and source of their purchasing power 
and the class of merchandise best fitting 
their wants and needs. 

“Buyers are of two kinds—those who 
buy mostly necessities and staples, and 
those who have more interest in luxuries 
and specialties. Between the extremes are 
infinite gradations. The merchant must 
adjust his methods to the types of buyers 
he seeks to serve. 

“Knowledge of types and purchasing 
power of buyers enables the merchant to 
establish suitable stocks, prevents costly 
overstocks and non-essential lines. So 
equipped, he sees his store from the angle 
of its selling possibilities and mot mere- 
ly as a manufacturer’s outlet. 

“The merchant must know his merchan- 
dise, its use, its quality, value and meas- 
sure of demand. To be the best informed 
man on his line in his locality is one of 
his major obligations. 

“Knowledge of merchandise includes not 
only the characteristics of specific items 
but also their fitness to individual users. 

“Knowing well every item, the merchant 
can give each customer an intelligent un- 
derstanding of their respective merits and 
uses. He should know why a fine tool 
is needed by the mechanic, while a cheaper 
one may serve the occasional user. 

“Living conditions and fashions affect 
merchandise needs and desires. Antici- 
pation of seasonal demand enables the mer- 
chant to serve his customers better, to 
introduce profitable specialties and to prop- 
erly maintain staple stocks. 

“A hardware merchant must first decide 
whether he will sell only traditional hard- 
ware items or cover a broader field. Cor- 
rect decision depends upon a _ thorough 
study of all the factors previously men- 
tioned, witli special consideration of what 
the community wants or can use. 

“The merchant should decide what types 
of customers he will serve, and whether 
these types are present in sufficient num- 
ber to justifv his effort. 

“Selling methods are determined by study 
of customers’ needs and buying habits, and 
the selling methods of other merchants. 

“The merchant decides whether house- 
to-house effort, cash and carry, credit and 
charge accounts, and installment business 
are feasible, and his success depends upon 
the selection of locally suitable methods 
of attracting and holding customers’ inter- 
est. 





“A large job has the hardware merchant. 
Only by superior efficiency can he hold 
his position. 

“As purchasing agent, he must provide 
merchandise at advantageous prices. He 
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Mass. 


must provide and oversee transportation 
and warehousing. He runs risks in an- 
ticipating wants and assumes the hazards 
of adverse seasons. He applies highly 
specialized knowledge involving time, en- 
ergy and money. He bears considerable 
financial burden and often is banker for 
his patrons. 

“This entitles him to adequate compen- 
sation. Just as he owes his customers 
service, he owes to himself profit. With- 
out it no business can long serve or exist. 

“Compensation is usually directly in pro- 
portion to the service rendered. Whatever 
other mark of success there may be, finan- 
cial success is unquestioned as a gage of 
business ability. 

“Time was when wants were simple, 
merchandise more completely segregated 
and competition less keen, Then a mer- 
chant might follow the path of least re- 
sistance and exist. 

“But times have changed. Merchandis- 
ing is no longer so simple. 

“New and aggressive competition, higher 
costs, lower margins, increased importance 
of luxury goods, their extension to the 
masses and new valuations on old ideals 
present their challenge. 

“The American hardware store is ex- 
tremely difficult to define. It is a product 
of evolution probably originating in the 
early smithy and ironmongery. 

“As pioneer days passed, wants became 
more diversified. It was more convenient 
for the housewife to buy tinware and 
cooking utensils locally than to wait for 
the itinerant peddler. Often this local 
source was a small manufacturer. The 
combination of craftsman and merchant 
still persists in the store and tin shop. 

“Gradual'y related lines were added un- 
til a varied stock was built up. For ex- 
ample, finished nails as well as_ the 
wrought iron for making them became 
part of the legitimate stock. Builders’ 
hardware was a logical sequence to car- 
penters’ tools. 

“Largely by public acceptance, a hard- 
ware store came to mean a place where 


Worcester, 





tools and materials, made largely of metal 
and used in the fabrication or preparation 
of other articles, were sold 

“Dealing largely in necessities gave the 
hardware man a false sense of security. 
His stock did not go out of fashion over- 
night or become seriously shelfworn. 

“But others saw sales opportunities in 
hardware items and new methods of sell- 
ing were introduced. 

“The hardware field attracted outsiders 
because necessities imply positive demand 
and consequent minimum selling expense. 
Price was featured by competition, because 
the public had no accurate scale for the 
comparison of values. 

“Goods once considered more or less ex- 
clusive to hardware stores now so criss- 
cross each other in distribution that one 
hardly knows where to look for certain 
items and is not surprised at their appear- 
ance in most illogical places. 

“Thus has the hardware merchant been 
forced from his protected position and 
compelled to battle for attention on every 
item he sells. 

“This invasion has reduced his sales by 
lines as increased purchasing has not fol- 
lowed in proportion to the increased num- 
ber of outlets. 

“With accelerated pace of living, changes 
in demand assume new importance. De- 
mand for specific goods cannot be pre- 
dicted far in advance. Changes are abrupt 
and far more rapid than when the wood 
burner displaced andirons. 

“Changes in demand come from compe- 
tition of other goods in unrelated lines, 
from new hardware items and from 
kindred wares. 

“Modern conditions have lessened the 
need of certain merchandise. Concentra- 
tion of population, smaller living quarters, 
access to leisure and luxury goods, educa- 
tional effect of travel, magazines and mo- 
tion pictures have created new standards 
of living which omit much of the necessity 
merchandise found in the old hardware 
store. The customer often chooses articles 
giving him leisure and amusement and puts 
up with makeshifts in necessities. 

“In coordinating hardware stocks with 
these changes a great variety of new ana 
related items have been added continually. 
Thus, vacuum sweepers, radio, electric 
washing machines were logical. 

“More recently there has been a changed 
demand for grades and qualities in staple 
hardware stocks. This has come not only 
through willingness to economize on staples 
so as to enjoy more luxuries, but also as a 
result of the hardware invasion. People 
think in terms of price rather than quality. 
The man with small income, operating his 
car, finds it difficult to buy for the home. 

“With demand changed, so have consum- 
er appeals. 

“Increased purchasing power has made 
style, beauty, labor and time saving of im- 
portance equal to utility and quality. Pos- 
sibility for immediate gratification of pres- 
ent wants often outweighs pressure of real 
needs and ability to pay, as evidenced by 
the popularity of installment selling. 

“The merchant needs to know the spe- 
cific appeal of his merchandise to those he 
serves. To one woman a vacuum sweeper 
might be the means of saving time for 
other work, to another it might mean leis- 
ure for social activities, and to another 
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credit terms might be the deciding factor. 

“Force of appeals to consumers changes 
with time. Style, beauty, leisure, conveni- 
ence, economy of time and effort are hav- 
ing more influence than formerly and all 
possible application of them to hardware 
items should be made. 

“With a new valuation of merchandise 
by adults, there has come a new standard 
in wants of youth and more consideration 
by adults for these wants. More things are 
being bought for and by young people than 
before and appeal to this trade is profitable. 

“Present prices are almost double those 
of pre-war times. This presents a problem 
of pressing importance. Reduced sales in- 
crease selling costs in every staple line. 

“Greatly diversified wants have spread 
the customer’s dollar over a wide variety 
of merchandise and among many suppliers, 
leaving less for hardware items. 

“The dealer is forced to coordinate his 
stocks with present demands by adding 
many specialties, some with increased sell- 
ing cost and higher price to cover specula- 
tion on the part of the manufacturer in 
bringing out the goods. 

“These higher price levels have naturally 
required larger investment in stock. De- 
mand for certain types of merchandise has 
decreased, yet it requires more capital to 
care for the smaller demand. 

“Cessation of demand has left overstocks 
with values only a fraction of their cost. 
How to cope with this situation of larger 
investment and lessened sales is one of the 
big questions before the hardware men. 

“Higher prices generally and the growth 
of cities and towns have set new valuations 
on trading areas. A result has been an in- 
crease in rents and other costs of doing 
business. 

“The hardware store must keep pace 
with the elaborate show windows, store ar- 
rangement and furnishings of the depart- 
ment and chain stores which have invaded 
the hardware field. 

“Changed demand and necessity to buy 
at lowest prices, increased expense in every 
division, the extension of installment sell- 
ing, and the reduction of margin require 
greater consideration of the financial end. 

“The hardware store has long been and 
still is one of the more stable retail enter- 
prises, but ability in financing will be of 
added importance in the future. 

“Determining what constitutes service 
and how far the dealer can go in rendering 
it has an important bearing on the mer- 
chandising procedure. 

“This problem is not all of the mer- 
chant’s own making. Local desires must 
be considered. Competition may compel a 
certain amount. 

“Much service is based on competition 
among sellers. 

“Here again is a fine point in determin- 
ing for how much service the customer is 
willing to pay, and how much he demands 
as a matter of right and how much he ac- 
cepts or has forced on him. 

“Where price advantage is sufficiently 
marked, service has been materially cur- 
tailed very successfully. 

“The first step in serving a community 
adequately is to determine stocks which 
meet its requirements and desires. 

“Consumer preference is the basis for 
merchandising success. The merchant 
should know what his customers want, how 
they want it, the variety from which they 
will be satisfied to choose, the quality they 
demand. 

“Recognition of the woman as a buyer 
presents the desirability of meeting her 
preferences in approach, display and pres- 
entation. 

“Consumers’ preference as to variety, 
quality and price should always be con- 





HARDWARE AGE 


sidered in stocking merchandise. 

“Branded goods backed by national ad- 
vertising, present a special problem in mer- 
chandise selection. 

“Through national advertising the manu- 
facturer attempts to reduce sales resistance, 
to sell more goods by stimulating con- 
sumer desire, and to more closely control 
the distribution of his product. It is both 
offensive and defensive and has an educa- 
tional side. 

“Creating demand for specific merchan- 
dise tends to make the dealer merely a dis- 
tribution point for the manufacturer. It 
attempts to substitute confidence in the 
article for confidence in the dealer. 





Bob Murray and Mrs. Murray of Hones- 
dale, Pa. were absent due to illness. They 
were both missed. 


“Proponents of national advertising claim 
that a poor article cannot be advertised 
profitably and the dealer who offers equal 
or greater value is often accused of so do- 
ing because of a greater profit to him. 

“Serving as a scale of value for other 
merchandise, advertised lines are often 
used as leaders at cut prices by merchants 
in other lines. 

“The advertiser feels that he bears part 
of the distributor’s burden. When he finds 
his selling costs increased, rather than 
raise the consumer price he reduces the re- 
tailer’s margin. 

“Advisability of featuring unadvertised 
lines bearing a larger margin depends upon 
the character and cost of the personal sell- 
ing required. 

“No advantage of national advertising 
can substitute for the final step to the con- 
sumer, nor can the transfer be made with 
so much confidence and at! so low cost as 
is now provided by the hardware dealer. 
It would seem to be of interest to manu- 
facturers that the dealer has adequate mar- 
gin, in keeping with his cost of doing 
business. 

“Merchandise may be selected for its in- 
trinsic value, or for the extent to which it 
satisfies real or imaginary needs of the 
user. 

“Knowing the needs of the community, 
the hardware man should be able to fore- 
see new wants and prepare to supply them. 

“In merchandise selection an estimate of 
the sales possibilities of grades and brands 
is essential. Each succeeding lower price 
level opens up a new and larger group of 
buyers. 

“When selling necessity merchandise 
which does not require frequent replace- 
ment there is a point in price under which 
the diminished margin in dollars makes it 
unprofitable to gp. 

“Neither manufacturers nor hardware 
dealers have studied to any great extent 
what other merchants call ‘price lines.’ 

“The usual practice of determining sell- 
ing price has been to add the desired per- 
centage to the cost, with little or no atten- 
tion to the number of different prices at 
which similar merchandise is sold. Yet 
many dealers have found by study that the 
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sale of many items is not sufficient to jus- 
tify the investment and attention. 

“By analyzing sales to determine prices 
which appeal to most customers the mer- 
chant can maintain complete stocks of the 
popular priced merchandise with assured 
demand and obviate heavy investment in 
slow moving similar lines. 

“Department stores have successfully 
done this in practically every type of mer- 
chandise, including housefurnishings, lino- 
leum, lamps, radio, china and glassware, 
hardware and electrical supplies, sweepers, 
paints and decorating supplies, toys, lug- 
gage, washing machines, stoves, cabinets 
and ice boxes. 

“In choosing merchandise on a price line 
basis the merchant is encouraged to secure 
the greatest value for his customers. This 
throws the competition in quality on to 
the supplier and manufacturer. Such con- 
centration in fewer lines often makes bet- 
ter prices possible. 

“Another factor in merchandise selec- 
tion is seasonable requirements. This be- 
comes of extreme importance to stores de- 
pending upon a fixed clientele. 

“For instance, if a downtown store were 
to eliminate lawn mowers from its stock 
there would not be the comparative reduc- 
tion in sales volume that a neighborhood 
store would sustain, because of the many 
other items carried by the former. 

“Also, the merchant must decide the rel- 
ative recompense to expect from season- 
able goods as distinct from staples. As 
an example of extreme development of 
seasonable merchandise selection the de- 
partment store is worthy of serious study. 

“Adequate margin is a prime factor in 
merchandise selection. It must be suffi- 
cient to pay operating costs and leave a 
profit for the merchant. Goods of infre- 
quent demand and slow turnover, and 
those requiring full service or extra sell- 
ing expense should carry substantial mar- 
gins. 

“There is a point also where sacrifice of 
margin to secure turnover does not give 
compensating sales volume. Cost of doing 
business plus compensation required should 
be the guide. 

“Turnover possibilities should also be 
considered. The dealer serves his com- 
munity better by devoting his capital to 
merchandise of rapid turnover since he 
automatically serves more people thereby. 

“By knowledge of his stock and relation 
of stock investment to sales he keeps dead 
stock off his shelves and serves his cus- 
tomers with recent merchandise. 

“Turnover, however, should not become 
the sole determining factor in merchandise 
selection. It is possible to overdo turn- 
over and so shorten stocks that sales will 
be lost, new buying habits established and 
competition strengthened. 

“Special attention to the trend in sales 
or demand makes it possible to maintain 
adequate stocks and also warns against in- 
vestment in merchandise having a waning 
demand. Growth of a town may change 
the trend of sales. Trends in prices are 
also observable. Trends to or away from 
a certain type or kind of store should be 
considered. 

“Diversification and limitation stand at 
the extremes of dealer efforts to fit them- 
selves to present merchandising conditions. 
Not as a measure of retaliation for lines 
lost to and shared with other retail out- 
lets, but rather as a matter of good busi- 
ness and keeping pace with the times the 
hardware store can endeavor to fill all con- 
sumer wants in which its specialized knowl- 
edge enables it to give better service. But 
this should not be carried to the extent of 
too varied and incomplete stocks. 
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“Finances, location, experience and pos- 
sible clientele set boundaries which are 
automatic in operation if not at once ap- 
parent. On his best judgment the hard- 
ware merchant can decide what portion of 
the territorial needs he can best supply 
and concentrate on those needs and price 
levels. 3 

“The hardware store of today differs 
markedly from that of even ten years ago. 
New consumer wants and specialization 
have introduced varieties, grades and price 
levels previously foreign. 

“Competition is forcing the hardware 
store to maintain volume in order that ex- 
pense may not increase out of proportion 
to sales. The hardware store of the fu- 
ture may differ even more from the pres- 
ent store than it does from its predecessor. 

“This is the age of selling. 

“Former merchants might concern them- 
selves with filling wants that increased 
faster than possible fulfillment. Today the 
problem is to persuade the public to ac- 
cept from the many that are being offered 
those goods which we can supply. 

“The consumer has not ceased buying 
in that he is not consuming goods. But 
there is no field in which he is not sub- 
jected to more solicitation than he has 
ability to absorb. 

“The effect of constant sales promotion 
has been to take the matter of decision out 
of the consumer’s hands. 

“Buying as typified by the customer seek- 
ing to satisfy desires of his own creation 
and development is almost as extinct as the 
great auk. 

“Selling is the job of the retailer. What- 
ever the force of circumstances may be, 
the final transfer of merchandise to the 
consumer is left largely in his hands. Re- 
gardless of possible aid from outside 
sources, responsibility for upholding the 
entire business structure is his, and _ his 
success and very existence, depend upon it. 

“The fact that these conditions are not of 
his own making does not minimize the ne- 
cessity of viewing his business from the 
selling angle with the idea in mind of con- 
forming to the selling age in which he 
finds himself. 

“New and intensely competitive condi- 
tions compel the merchant to consider sell- 
ing plans, ways and means to Step out of 
the crowd and do more than passively ac- 
quiesce. He must learn how to sell more, 
and to.sell more he must have a coordi- 
nated sales program. 

“Who and what are the competitors for 
patronage? 

“First, there is the competition in his 
own store, duplicate lines at various prices 
burdening his effort with extra and un- 
necessary investment and tying up money 
that could be used to good advantage else- 
where. 

“Then there is the competition in similar 
lines from department stores, drug stores, 
chain stores, catalog houses and house-to- 
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house canvassers, as well as the competi- 
tion due to changed living conditions; the 
demand for unrelated lines, luxury and 
amusement, resulting in decreased expendi- 
ture for hardware items. 

“Another competitor of consequence, es- 





Charles 


Secretary American Hardware Manufac- 
turers Association 


F. Rockwell 


pecially in the larger cities, is the ‘gyp’ 
store, retailing standard merchandise for 
less than average dealers’ costs. Whether 
it secures its merchandise at low figures 
as distress or salvage stocks or through 
favor from suppliers the effect is to dis- 
count the regular hardware store’s ability 
or willingness to serve economically. 

“What constitutes the right merchandise 
from the selling angle? This implies more 
than intrinsic value in the wares. What 
grades, varieties, or classes should be in- 
cluded ? 

“Nor is it sufficient to merely stock 
these goods. Competition for attention by 
other suppliers makes it necessary to focus 
attention not only on the goods themselves 
but also on the store. 

“One of the first steps in selling is to 
expose the goods to the buyer, to make 
them more accessible to the customer by 
proper display. This takes the form of 
modern store arrangement, up-to-date mer- 
chandise tables, seasonable and timely mass 
display, display of related sales pos- 
sibilities, and intelligent use of show win- 
dows. 

“In advertising the hardware merchant 
has the same opportunities as his competi- 
tors. 

“Newspaper advertisements, store papers, 
catalogs, circulars and sales letters are all 
good in proportion to how well they are 
prepared and how accurately they fit in 
the store’s general sales program. 

“Few stores can use all media, but in- 





telligent use of those best suited to the 


The golf course at Mackinac 


Island 
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community will go a long way toward 
holding interest tor hardware stores and 
hardware items. 

“There is a price at which goods are 
desirable and usable. Merchandise accept- 
ance depends upon consumer reaction to 
price. 

“Closely allied with price is credit policy. 
‘Cash and Carry’ vs. ‘Credit and Free Ser- 
vice,’ ‘Installment Terms’ should be studied 
in the light of their effect on sales. 

“Intelligent selling is impossible without 
efficient records. These may be divided 
into sales analyses, studies of margin and 
study of lines. 

“A sales analysis should show how much 
it costs to sell various items, in what quan- 
tities they are sold, when they are in de- 
mand and the methods employed. A _ pro- 
gram for future sales is best founded on 
future possibilities in the light of past 
performance. 

“Sales records by price lines and depart- 
ments show not only what sells best but 
also suggest possible additions and round- 
ing out of stocks to strengthen sales oppor- 
tunity. 

“The merchant should know on what 
lines margin is sufficient to carry the cost 
of extra sales push. And what he must 
have in volume to cover costs in distribu- 
tion and to justify his experience, time, 
effort and investment. 

“Intensive selling is comparatively new 
in the hardware store, but not in the hard- 
ware field. Competition in this form 
presses from all sides and in many lines. 

“The hardware store is not handicapped 
in the employment of intensive selling 
methods. Every method usable by com- 
petition can be adjusted to hardware sell- 


ing. 
“Intensive selling by hardware competi- 
tors is based on a definite plan. The 


hardware store can only hope to success- 
fully combat their efforts through a con- 
sideration of the position of the store in 
the community, its limitations and advan- 
tages in service and ability, and adjustment 
to local conditions. 

“Sales records show what it can expect 
to do, studies of margin what it can af- 
ford to do. These data make possible ac- 
curate sales quotas, budgeted expenses for 
selling, advertising and service. They take 
into consideration variety of lines and 
prices.» The entire program views the 
business from the sales angle. 

“First in a program of this kind is per- 
sonnel training, from the proprietor down. 
This means actual instruction either in per- 
son or self-help in the technique of sales- 
manship as well as the mechanical fea- 
tures of the goods. 

“Store meetings provide a low cost op- 
portunity to.study and suggest systematic 
selling methods and merchandise to be 
pushed. Selling points are developed, sea- 
sonal and related sales possibilities brought 





out and personal training given in how to 
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meet prospects both within the store and 
without. 

“Coupled with this is intelligent business 
reading, study of what other dealers are 
doing to meet conditions, recognizing evils 
or advantages as they appear on the busi- 
ness horizon and applying the experience 
of others without experimentation. 

“After having ‘placed the house in or- 
der’ within the store and having properly 
delegated sales duties and responsibilities, 
there is an opportunity to utilize other in- 
tensive sales methods. 

“Some of these merely capitalize means 
formerly neglected. For instance, tactful 
telephone solicitation can be used in some 
lines, as paints and builders’ hardware. 

“Canvassing is an outstanding intensive 
sales method, which if properly done, ac- 
quaints new people with store service or 
merchandise. Although the regular house- 
to-house canvasser’s high pressure proced- 
ure for immediate sale cannot be used 
safely, there are compensating advantages, 
This visiting of customers in their own 
homes is often very profitable use of 
otherwise idle time, if it does nothing more 
for the dealer than permit him to learn 
more of customers’ needs and_ establish 
more firmly the advantage of dving busi- 
ness with friends. 

“Some merchandise requires intensive 
selling if it is to be sold at all. Washing 

machines, vacuum sweepers, mechanical re- 
frigerators, farm equipment, separators, 
and ranges in some sections are being sold 
with high pressure methods. Such _ spe- 
cialization might be carried to a_ point 
where the regular business suffers, but the 
opportunity to fill in dull seasons is at- 
tractive. 

“An intensive sales program gives atten- 
tion to increasing the average sale. This 
may take the form of more sales per cus- 
tomer, larger unit sales, or hoth. Com- 
petitors of the hardware store stress this 





point with their sales people, establish de- | 
sired average sale and number of custom- | 


and educate salesmen to sell 
and fea- 


ers served, 
related articles, suggest novelties 
ture specials 


“The time has passed when the customer | 
is forced to go in search of the majority 


of the goods he desires. He has more op- 


| 
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AGENCY PLAN EMPHASIZED IN 
MERCHANDISING DISCUSSION 


Some manufacturers establish exclusive 
agencies with dealers of standing, and ad- 
here to them. 

This plan is successful where there is 
mutual cooperation. When the agent is able 
to carry a representative stock and performs 
properly, it is one of the best avenues of 
distribution. 

The contact between the manufacturer and 
the dealer (his agent) is close. Their busi- 
ness relations are usually intimate. Both 
find it profitable to make use of the advan- 
tages of advertising, because they profit 
og by increasing the sales. 

the manufacturer this plan insures 
ante output for his product. It gives the 
dealer confidence that so long as he ably 
represents the manufacturer there will be 
no change in his lines. He can put his 
utmost effort into selling and advertising 
because he has some control over the situa- 
tion, and will benefit from his activity. 

For this plan to succeed the items must 
be of sufficient importance to justify the 
effort demanded of the dealer and there must 
be no attempt to enforce such sales quotas 
as endanger other parts of the dealer’s busi- 
ness and tie up capital disproportionately. 











portunity to fill wants than he has ability 
to do so. 

“It is not sufficient to merely be in posi- 
tion to serve. With the intense competi- 
tion of gocds and among distributors the 
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trend in successful merchandising might 
seem somewhat predatory, but it empha- 
sizes the necessity to seek the customer. 

“Seeking the customer means not only 
knowing where the customer is but also 
knowing what he wants, when he wants 
it, and being in position to supply it. 

“Distribution facilities in any locality 
affect its desirability as a place to live. 
Hence, when merchants make their locality 
a better place to buy, they automatically 
make it a better place to live. 

“Better stores in every line in the com- 


munity strengthen the appeal of each 
merchant. 
“Community programs, calculated to 


hold trade and attract it from surrounding 
territory, may be considered as a group ef- 
fort in intensive selling. 

“Such a program should include the bet- 
ter merchants in all lines. 

“The approach should preferably be on 
the merchandising side, the giving of 
values as an incentive to buy. Commu- 
nity programs for attracting the holding 
trade are too often so conducted that the 
sole motive appears to be blatant selfish- 
ness and the merchant’s attitude one of 
complaint and petulance. This approach is 
a mistake. 

“Mutual confidence and respect is re- 
quired from all participants in such col- 
lective efforts whether they are those of 
non-competing merchants or the majority 
in any one line. 

“Collective efforts are a supplement to 
and not a substitute for intensive store 
< effort. 
| “From the standpoint of sales promo- 
| tion it is probably better to study means 

| of conforming to present conditions profit- 

ably rather than methods of combatting or 
changing them. 

“Judged on this basis the better store is 

the one in step with present trends. This 
| applies with equal force to retailers in all 
| lines, The hardware retailer is not alone 
in having acute problems and in his neces- 
sity to consider the selling side of his busi- 
| ness in greater detail. 

“The justification of continued existence 
lies in ability to meet the challenge of com- 
petition, higher costs, changing demand and 
| new standards as they arise. 





| 
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Open Discussion on Merchandising Report 
Interesting Suggestions 


Brings 


T the conclusion of the reading of 

the Merchandise and Merchandising 

report the subject was thrown open 
to discussion and some of the opinions ex- 
pressed were as follows: 

B. Sherrod, Lubbock, Texas., felt that 
the retailer was just as vital a link in the 
chain of distribution as were the whole- 
saler or manufacturer, although he was 
possibly the weakest link. 

S. J. Koehler, Chicago, president of the 
Illinois Retail Hardware Association, re- 
lated how his locality had gradually 
changed and that the lines carried in his 
store had correspondingly changed. He 
advocated weekly store meetings as an aid 
to better salesmanship. 

B. U. Rector, El Reno, Okla., advised 
that dealers take the lines on which they 
had the best contacts in their territories 
and push them hard. 

C. C. Carter, Carthage, Mo., president 


of the Missouri Retail Hardware Associa- 
tion, contended that it was time to buy 





merchandise to sell at a price rather than 
to buy merchandise to be priced to show a 
profit over the invoiced cost. 

FE. A. Mahoney, Schenectady, N. Y., 
was also of the same opinion and cited 
that the success of the chain stores was 
largely based on the fact of their buying 
to sell at set popular prices. 


C. S. Grabill, Nampa, Idaho, asserted 
that in his opinion a hardware store 
should sell any line for which there 


was public demand. 

J. Atkinson, Brooklyn, N. Y., vice- 
president of the National Retail Hardware 
Association, felt that the very fact that 
there was a large number of salesmen con- 
tinually calling on the retailers in an ef- 
fort to sell him merchandise was proof 


that the retailer was the only link between_ 


the manufacturer and the consumer. 
Thomas B. Howell, Richmond, Va., 
member of the board of directors of the 
National Retail Hardware Association, 
said that sporting goods was the best op- 


portunity to replenish a diminishing 
volume. 

Geo. S. Wheaton, Minneapolis, president 
of the Minnesota Retail Hardware Asso- 
ciation, asserted that the proprietors of 
hardware stores must become better man- 
agers of their own businesses. 

Geo. B. Sprowls, Claysville, Pa., con- 
tended that dealers must take on new lines 
to take the place of the old which had 
become scattered and out of demand. 

Carl Monk, Nacogdoches, Texas, 
claimed that the time had arrived for the 
hardware fraternity to lead the various 
agencies of competition and’ not be merely 
trying to catch up. 

Walter Mariana, San Francisco, gave 
three rules for successful merchandising 
as follows: Cut down overhead, pay at- 
tention to business and stop worrying. 

B. Christianson, assistant secretary of 
the Wisconsin Retail Hardware Associa- 
tion, gave the summary of the report and 
the discussion. 
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Top row, Mrs. W. H. Mck. Reber, Bloomsburg, Pa.; Hugh McKnight, N. R. H. A. director, Pittsburgh, Pa.; Mrs. Llew Soule, 
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Proper Arrangement Permits Increased Sales 
with Reduced Sales Force 


OPER store arrangement and display 
permits increased sales with a reduced 
sales force, the “Arrangement and 
Display” committee reported to the 
Wednesday morning session. The presenta- 
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tion was made by A. Gunn Haydon, Rush- 
ville, Ind., who as chairman, was assisted 
by Fred W. Swannell, Kankakee, IIl., and 
Sen. George B. Sprowls, Claysville, Pa. 
The report gave very complete details on 
the assigned subject and follows in part: 

“Consideration of arrangement and dis- 
play necessarily involves giving thought to 
the evolution of methods, from the time 
when stores were considered merely as 
storage places for merchandise in contrast 
with the present conception which places 
storage largely in the background and re- 
gards all of the sales space from the stand- 
point of its availability for the creation of 
buying desire. 

“An outstanding weakness of past ef- 
forts at store and stock arrangement work 
by the individual dealer has been because 
it was often undertaken without proper 
consideration of the prime purposes and 
functions of arrangement. Pride has been 
a more potent influence than any other 
factor in bringing about improved store 
conditions. 

“People are drawn less by the merchan- 
dise itself or the function it performs and 
more by the impression which its attrac- 
tiveness makes upon them. 

“It is very important that certain meas- 
uring sticks be set up by which the mer- 
chant may gage his arrangement and dis- 
play, and the first of these is whether it 
will prove attractive to the consumer. 

“Until recently attractiveness has been 
considered almost solely as it pertained to 
window displays. Rather, however, the 
entire interior of the store, or at least the 
sales portion of it, should be considered 
as a large display window and every effort 
be made to keep the whole interior display 
and arrangement of merchandise on a par 
with attractive windows. 

“The second measure to be applied re- 
lates to the accessibility of merchandise. 
This should be considered, first, from the 
standpoint of the customer, second, from 
the standpoint of the store force. 

“Arrangement for utmost accessibility 








calls for a plan calculated to cause the cus- 
tomer to travel voluntarily through as 
much of the sales space as possible, to per- 
mit him to see and handle the maximum 
amount of merchandise. 

“Space allotted to wide uncluttered 
aisles is by no means wasted. A limited 
line of merchandise, attractively and ac- 
cessibly displayed, will produce more busi- 
ness than a greater amount of goods 
crowded unattractively in the same space. 

“But merchandise may be both attractive- 
ly displayed and accessible to customers 
and yet not efficiently arranged. The third 
test of arrangement is its efficiency in 
terms of productiveness. 

“This means placing goods so that re- 
lated lines are properly grouped and re- 
lated sales thus induced. 

“It means, too, placing merchandise in 
such manner as will most likely induce the 
prospect to handle the article. For a simple 
illustration, a display of hammers on a 
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table should be arranged so that the han- 
dles are toward the customer. 

“Even more important is it that a certain 
amount of space devoted to display should 
produce certain definitely determined re- 
sults and the efficiency of arrangement 
should be constantly studied from the basis 
of sales produced. 

“This is frequently sppken of as the 
‘speed age.’ Certainly, we find exemplifi- 
cation of this in customers. They want 
what they want when they want it. Delays 
result in dissatisfaction and lost sales. So, 
a function of arrangement and display 
should be to make quick service possible. 

“This is not only necessary from the 
standpoint of customer service, but it also 
affects very vitally the item of salaries, the 
largest item in the retail store’s expense 
budget. 

“Proper arrangement, it has been con- 
clusively proved, makes it possible to han- 
dle increased sales with a reduced sales 
force. And the fact that sales people are 
constantly demanding higher and higher 
salaries serves to accentuate the situation 
and make it more vital that the arrange- 
ment plan be measured from the basis of 
quickness of the service it will make pos- 
sible. 

“Since the final object of all work of this 
character is to either conserve or increase 
profits, it follows that the economy of the 
general plan must be fully considered. If 
arrangement involves expense out of pro- 
portion to the advantages that will accrue, 
good business judgment will not sanction 


it. 
“The dealer who will give the matter 








sufficient study can develop a store and 
stock arrangement plan which: will fulfill 
the functions of attractiveness, accessibility, 
efficiency and quick service, and yet 
within the bounds of economy. 
“Attractiveness, efficiency and economy, 
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all require consideration in determining the 
type of front, best adapted to individual 
needs. It must be remembered that there 
is always tremendous competition for the 
attention of the consumer and that the at- 
tractiveness of the front and of the dis- 
plays in its windows has a very important 
bearing upon whether the prospect is 
stopped and then led into the store to be- 
come a purchaser. 

“Where possible, the construction of a 
front consisting of three windows is advis- 
able. Such a plan contemplates two side 
windows not more than thirty inches deep, 
with floors thirty inches above the side- 
walk level. 

“Such windows provide the most efficient 
method. of showing the small merchandise 
which constitutes the larger part of the 
hardware dealer’s display. The high floor 
brings the merchandise closer to the eyes 
of the prospect. The shallowness _per- 
mits an attractive and comprehensive dis- 
play without requiring an excessive amount 
of stock. 

“A third advantage of the narrow win- 
dows is that they permit the use of pan- 
eled backgrounds upon which merchandise 
may be mounted and kept on more or less 
permanent display. Background displays 
begin to lose their effectiveness when 
placed more than 30 inches from the glass. 

“The third window in such a plan is de- 
signed particularly for heavier merchan- 
dise, such as ranges, washing machines, 
and refrigerators, or for elaborate displays 
of the kind that dealers wish to install 
occasionally. This window is recessed, as 
shown by the plan, providing a wide lobby 
space into which customers are drawn for 
the purpose of inspecting the various dis- 
plays. 

“The floor of the third window is only 
12 inches high, to accommodate heavier 
merchandise. Entrances to the store are 
placed on both sides of it. The depth of 
such a window is preferably 4 or 5 feet. 
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The width varies according to the width 
of the building. 

“Where it is not possible for any reason 
to install the three window front, the con- 
ventional two window type, with a single 
entrance, or variations of it, comes as near 
meeting the requirements as anything that 
can be suggested. 

“Too often such windows are made too 
large. The width is necessarily governed 
by that of the building, but the windows 
very rarely need to be more than 6 feet 
in depth, and in the case of unusually wide 
fronts, 4 feet will prove satisfactory. 

“An unusually large window is a handi- 
cap both from the standpoint of the amount 
of merchandise required to make an at- 
tractive display and the time required for 
changing displays. 

“Entrance doors should never be less 
than 3 feet 6 inches in width. Care 
should be taken that the doors swing easily 
on their hinges and that the latch does 
not stick. They should be provided with 
door checks. 

“It is always advisable to avoid steps, 
no matter how slight the rise is. In many 
cases the floor of the store is slightly 
higher than the sidewalk level, but this 
variation can usually be taken care of by 
having the lobby floor slope up from the 
sidewalk to the entrance. 

“Regardless of the type of front used, 
it should be attractively painted. The 
color to be used is a matter for individual 
choice. The only recommendation of the 
committee is that a color be chosen which 
will stand out in contrast to the surround- 
ing —— 

No definite estimate can be given as 
to the cost of store fronts because of the 
wide variation in requirements. We be- 
lieve that the merchant should consider 
such expenditures largely from the stand- 
point of rent, prorating the expenditure 
over the term of the lease. 

“The investment results from a_ store 
front depend in large measure upon how 
effectively the windows are used. Too 
often a considerable sum is invested in 
the construction of the windows, and fail- 
ure to provide proper equipment for mak- 
ing attractive displays. 

“Such equipment should include wooden 
pedestals of various heights, together with 
boards which may be laid from one ped- 
- to another where a shelf display effect 

3 desired. An alternative for such fixtures 
a be found in glass vases of varying 
heights and plate glass shelves. 

“A subject of common controversy 1s 
whether the show windows shall be in- 
closed or left open so that the store in- 
terior may be seen from the sidewalk. 

“There may be specific cases where the 
background is not advisable, but for gen- 
eral purposes we advise inclosing the show 
windows so that the attention of the pros- 
pect may be concentrated on the merchan- 
dise shown there at.d also that such mer- 
chandise may be better protected and bet- 
ter displayed than is nossible in a window 
that is not inclosed. 

“A great deal of the effectivenes of 
show windows depends upon their ability 
to attract attention after the store is closed, 
and this involves brighter lighting than is 
generally used. 

“The only fixed rule which can be given 
is that it should be the aim of the hard- 
ware retailer to have his show windows 
more brightly lighted than any adjacent 
to his. Bonnet reflectors spaced two feet 
apart and supplied with 75 watt lamps 
will generally be satisfactory. 

“There have been marked improvements 
in the interior arrangement of hardware 
stores within the past few years, and the 
success of the new ideas has been so con- 
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clusively proved that the committee is able 
to bring very definite recommendations to 
you along this line. 

“Generally speaking, the interior ar- 
rangement scheme provides for displaying 
everything possible and for making all 
portions of the salesrooms visible from 
any point, as well as making all displays 
easily accessible. 

“Most of the bulky goods are placed to 
the rear. Display tables largely replace 
counters and showcases. The best ar- 
rangement is of the so-called center type, 
which means that the main customer aisles 
are along the shelving at each side of the 
store, with the tables and showcases placed 
in the center so that the customer is 
brought in contact with the largest amount 
of merchandise possible. 

“The tops of modern display tables are 
divided into compartments of various sizes 
by means of glass division strips. They 
display far more merchandise than show 
cases and create more sales for the given 
amount of floor space. A wide variety of 
merchandise may be shown; the displays 
appealing through the avenues of seeing; 
handling and knowledge of the price. 

“Space beneath the stands is divided 
lengthwise in half, that part facing the 
customer's aisle being used for the dis- 
play of such merchandise as ice cream 
freezers, electric heaters, oil stoves, ovens 
and merchandise of similar size that too 
frequently has either cluttered the aisles or 
been placed at the rear of the store. Space 
at the rear is used for storing merchandise, 
preferably of the same kind as that placed 
on the table above it. 

“Modern store planning contemplates the 
use of every foot of space possible for dis- 
play and therefore comparatively little 
space is allowed for wrapping counters. 

“In the ordinary store but one main 
wrapping counter is required, although it 
is possible to arrange wrapping boards 
which slide under tables or counters for 
emergency use. 

“The main wrapping counter is usually 
near the cash register, the latter often be- 
ing on the wrapping counter. Probably 
the most common practice is to have the 
top of the nail counter serve as the main 
wrapping counter and the cash register 
station. 

“There is, however, some difference of 
opinion in this matter. It is generally con- 
ceded that the nail counter should be placed 
to the rear of the store, and, following the 
suggestion just made, this involves placing 
the main wrapping counter and the cash 
register there. 
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“But some store arrangement experts 
advocate placing the main wrapping coun- 
ter and cash register near the center of the 
store on the theory that such a location 
saves steps and facilitates service. 

“Those who believe in placing the reg- 
ister and wrapping counter toward the 
rear, argue that more valuable space in 
the store is gained for display purposes, 
and that since the customer irequently fol- 
lows the salesman back to the wrapping 
counter and cash register, he is thus 
brought into contact with a larger portion 
of the store displays. 

“There is a wide variation of opinion 
as to the kind of merchandise the hard- 
ware man should display on tables. 

“Since the table idea has been most ex- 
tensively used by chain stores the common 
practice appears to be to load the tables 
with the same type of merchandise as is 
found in such stores. 

“Impulse goods such as alarm clocks, 
vacuum bottles, sporting goods and many 
other items should be given first choice of 
display table space. Those articles for 
which the customer will naturally call for 
in a hardware store may be given less 
prominence. 

“It is not necessary to display a com- 
plete line of a certain kind of merchandise 
on the tables. Merchandise with price ap- 
peal should be given preference. For ex- 
ample, two or three patterns of popular 
priced pliers may be given space on a table 
when it would not be advisable to put the 
entire line there. 

“The most common objection to this 
type of display is that it increases the op- 
portunity for pilferage. The best answer 
to the objection of pilfering is that those 
merchants who have used open display 
tables have found their sales so materially 
increased that they are not willing to give 
up this sales method even though there 
may be losses from stealing. 

“Desirable shelving equipped for the 
hardware store consists of a certain num- 
ber of wall cases for showing such tools 
as saws, hammers, hatchets and similar 
merchandise, as well as for some of the 
more expensive items in house furnishing ; 
of open shelving for house furnishing, 
paints, and the like, and a similar type of 
shelving equipped with sampled doors for 
small tools, builders’ and cabinet hardware 
and kindred merchandise. 

“Tt is worth while, however, pointing out 
that shelving of this type built in remov- 
able units has a greater value than that 
built permanently in the store. In case of 
removal, the unit-built shelving can easily 
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Mackinac Indians give tribal play with tom toms ’neverything 


be removed, whereas the other type must be | isfactory with a ceiling height of less than 


torn down and re-erected at considerable 
expense. Further, if the dealer discon- 
tinues business he can always find a mar- 
ket for unit-built shelving, whereas the 
permanent type has no sale value. 
“Newer developments in hardware dis- 
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play tend to eliminate all glass, both that 
in front and the paneled door samples and 
the glass sliding doors commonly used in 
the wooden cases. The reason for such 
elimination is not only the lower cost but 
the fact that the uncovered display is 
more effective from a selling standpoint. 

“Display equipment is of little use un- 
less the displays are made easy of access. 
The modern store arrangement therefore 
calls for aisles from front to rear to be 
four feet or more in width, cross aisles 
located at intervals of not than than four- 
teen feet or more than twenty-five feet. 
Such cross aisles should be six inches 
wider than the main aisles. 

“The preferred location for the office is 
toward the rear of the store, the floor be- 
ing elevated twenty-four inches above the 
main floor level to permit the proprietor 
to oversee the sales floor. 

“The discussion so far has considered 
the store where it is possible to have the 
entire sales room on one floor level. Often 
larger space is required and the merchant 
faces the question of whether to construct 
a mezzanine floor or a basement . sales 


room. 
“No basement sales room would be sat- 





| eight feet. 


“Access to the basement should not be 
far back of the center of the main floor. 
The direction of travel for a customer 
should not be reversed, that is, the stairs 
should go down from the front. 

“With a main floor ceiling of fifteen 
feet or more and a width of twenty feet 
or more, a mezzanine sales floor is prefer- 
able to the basement. Care must be used, 
however, to see that it is well lighted and 
ventilated. 

“Doubtless one main advantage of the 
mezzanine over the basement for the hard- 
ware store is in the fact that it is in plain 
view of the first floor and the customer 
has more of a feeling of being in the main 
part of the store than when shopping in a 
basement where perhaps there are no other 
customers at the same time. 

“Either mezzanine or basement requires 
stairs. Care must be given to the con- 
struction of these. First of all, they must 
be easy to climb and perhaps give the im- 
pression that they are much easier than 
they are. This is often accomplished by 
the use of a landing and by turning the 
stairs so that the customer does not see 
the full length at once. 

“The attractiveness of a store depends 
to a very great extent on the color com- 
bination used on the front, m the show 
windows and the interior. For the front 
an ivory white with a dark oak trim is 
good. A very striking combination is 
orange with black trimming. 

“The color scheme in the windows 
should change according to seasons with 
warm tans, browns and like colors in the 
winter, and with greens and light shades 
for spring and summer. 

“The floor should be darker and the 
background the lighter color. A _ flat 
white background is always good. 

“For the interior, a flat white or ivory 
ceiling with a light cream or tan sidewall 
is recommended. The light colors besides 
being attractive reflect light and increase 
the general effectiveness of the lighting 
system. A gloss finish should never be 
used. 

“Hardware stores as a general rule are 
deficient in lighting. The standards of 
lighting of five years ago are entirely dif- 
ferent from those of today. Where a hun- 
dred watt lamp was satisfactory then a 
two hundred watt is used now. 

“Lights should have individual 
switches. 

“When the hardware store was almost 
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exclusively a men’s store, cleanliness did 
not appear to be paramount. The increas- 
ing proportion of purchases by women and 
the more strict standard in regard to 
cleanliness adopted by all other stores 
made it imperative that the hardware store 
set its standard higher. 

“In all stores, stock should be straight- 
ened up at night, the floors swept and in 
the morning everything dusted. Once a 
week every exposed article should be taken 
off the shelves and stands and the shelves 
and stands thoroughly cleaned. 

“The general results of store arrange- 
ment are increased sales and profits. One 
hardware man in Omaha reported a 43 
per cent sales increase after rearrange- 
ment. One member of your committee has 
increased his sales more than 40 per cent 
with his sales force reduced one-half. 

“A record kept in a Pennsylvania store 
showed that one-third of the customers 
purchased something else because of the 
display after the first sale was completed 
and the money in the till. 

“The state and national associations have 
departments for the assistance of any man 
wishing to rearrange his store. The ser- 
vice comprehends complete plans for store 
front design, general sidewall and center 
floor arrangement, specific construction for 
fixtures, and supplies used in store dis- 
play such as glass for display stands, price 
cards and card holders, paint for panel 
doors, price card buttons, etc. 

“Our conception of the model store is 
not one of a given size with a pre-deter- 
mined stock and a fixed arrangement of 
specific types of fixtures. It is rather the 
adaptation by the individual merchant of 
the ideas presented here in such a manner 
as will provide for him a store which fully 
meets his requirements of attractiveness 
accessibility, efficiency, quick service and 
economy. 

“We recommend the use of panel doors 
for shelving display in that portion of the 
store given to- housing tools and_ the 
smaller articles of hardware. Such doors 
should have the merchandise mounted in 
a uniform manner with each article plain- 
ly priced and with some indication given 
on the price card of its stock location to 
facilitate service. Such sampling should 
have constant attention in order that the 
attractiveness of the whole may not be im- 
paired by missing or shopworn samples. 

“We recommend that such sample doors 
be of the open type instead of glass cov- 
ered, the sum of our observations in this 
respect being that the glass covered doors 
not only increase installation expense un- 
necessarily but are less effective from the 
standpoint of sales. 

“We recommend that wall cases be used 
without the customary sliding doors which 
make the merchandise more inaccessible 
and less visible. This recommendation is 
made with full knowledge that many mer- 
chants feel such doors are necessary to 
keep the stock clean. 

“We recommend the use of open display 
tables for all of the floor space not abso- 
lutely required for showing larger mer- 
chandise or for such show cases as are 
absolutely necessary. 

“It is our firm belief that the success 
of the hardware retailer as a merchandizer 
will increasingly depend upon proper store 
and stock arrangement and that adherence 
to the suggestions in this report will do 
much to strengthen our position as the 
hardware purchasing agents for our com- 
munities and will likewise increase the re- 
turns on our capital invested.” 
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Delegates Related Practical Experiences With 
Arrangement and Display Problems 


HE discussion following the reading 

of the Arrangement and Display re- 

port was largely in the nature of an 
experience meeting—-various members giv- 
ing testimoney as to the benefits which 
they personally had derived from the in- 
stallation of modern hxtures and methods. 
Those speaking and the ideas they advanced 
were: 

J. B. Johnson, Lincoln, Neb., stated that 
he had increased his sales 43 per cent by 
the use of open display tables. He also 
recommended the use of a gloss paper 
over the tops of the tables as an aid in 
keeping the display clean. He said that 
he had found that the paper was easier 
to dust and could be quickly replaced when 
it became soiled. 

A. Gunn Haydon, Rushville, Ind., said 
that he had no counters or show cases in 
his store and that he had 66 display doors 
in use. 


C. H. Casey, secretary of the Minnesota 


and South Dakota Retail Hardware Asso- 
ciations, Minneapolis, cited many instances 
in those two States, where dealers had ma- 
terially increased their sales through the 
yse of both display doors and tables. 

S. G. Bartel, Evansville, Ind., member 
of the National Retail Hardware Associa- 
tion board of directors, stated that in his 
store the use of open display tables and 
display doors had made it possible for him 
to reduce the number of store employees 
from 13 to 10. 

Arthur C. Lamson, Marlborough, Mass., 
also a member of the board of directors 
of the National Retail Hardware Associa- 
tion, called attention to the necessity for 
better store lighting and recommended the 
use of 200 watt lamps throughout the 
store. He also said that in his own store 
his office was at the rear on a platform 
raised three feet above the level of the 
store floor. This enabled a clear view of 
the entire store and he had installed an 
electric push button and bell to call the 
attention of his clerks to any one entering 
the store unseen by them. He had em- 
ployed a girl to keep the open display 
tables neat and clean and to help wait on 
the women trade. He stated that since 
using these open display methods the per- 
centage of his customers who were women 
had increased from 30 to 60. 

.John A. Winters, East Orange, N. J., 
cited that he made it a practice to remove 





mazda lamps from their cartons and place 
them on the open display tables and that 
he had increased his sales 50 per cent the 
first month that he had tried it and had 
doubled his sales in 9 months. 

W. H. Blanning, Lykens, Pa., recom- 
mended that the samples on the display 
doors be detachable and that the sample be 
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sold to the customer and then replaced 
from the stock. This plan, he explained, 
eliminated shopworn samples, saved con- 
siderable time and kept out dead stock. 

. A. D. Ketterlin, Santa Rosa, Calif., said 
that in his store he sold state fishing 1i- 
censes in the office located at the rear. 
Whenever a license was sold the fact was 
announced to the clerks in the sporting 
goods department in the front by a buzzer 
system, thus giving the clerks an oppor- 
tunity to interest the purchaser in fishing 
tackle as he passed the display on his way 
out. 

R. J. Atkinson, Brooklyn, N. Y., vice- 
president of the National Retail Hardware 
Association, saw in the open display tables 
an opportunity to sell the odds and ends 
of old stock which accumulated around 
his store. 

Chas. T. Woodward, Carlinsville, Ill., a 
past-president of the National Retail Hard- 
ware Association, had found that, by using 
display doors, he could carry only one of 
a slow moving item and when that was 





sold from the display order another to 
take its place. 

D. R. Jacobson, Minot, N. D., president 
of that State association, spoke in favor of 
low window backs that permitted a view 
of the store from the street. He stated 
that his store was so equipped and that 
he kept his store lighted at night, the 
lights being turned off at a late hour by 
a mechanical device. 

R. W. Hatcher, Milledgeville, Ga., past- 
president and member of the advisory 
board of the National Retail Hardware 
Association, said that it was vital to give 
the same careful attention to the arrange- 
ment and effectiveness on a display table 
as was given to a window display. 

H. Fischer, Chicago, Ill., gave his ex- 
perience with open display tables and 
stated that he was now using twenty-two 
of them in his store. He said that his 
sales this last May were 25 per cent ahead 
of May, 1926, when the tables were not 
used. He had delegated the responsibility 
to one of his clerks of keeping the tables 
clean and the bins filled and that this man 
cleaned, in rotation, 4 tables each day, 
going over them thoroughly. 

George S. Wheaton, Minneapolis, Minn., 
president of the Minnesota Ketail Hard- 
ware Association, stated that in his store 
he had ten departments and that he had 
sales contests between the departments 
that not only kept the interest of the clerks 
up but materially increased sales. 

George B. Sprowls, Claysville, Pa., a 
town of 1,100 population recommended 
modern store arrangement for the stores 
in the smaller towns and stated that such 
an arrangement in his store had increased 
the patronage of farm women five times. 

Ernest Johannesen, Baltimore, Md., 
sounded a warning for the use of intelli- 
gent salesmanship in connection with the 
use of modern display methods and spoke 
of the danger of selling cheaper merchan- 
dise from the display tables, when the cus- 
tomer really needed better merchandise. 

Glenn Hackney, assistant editor of the 
Hardware Retailer, Indianapolis, gave the 
summary of the morning session in which 
he emphasized the five tests of proper 


store fixtures and arrangement. These 
he recited were (1) Attractiveness, (2) 
Accessibility, (3) Efficiency, (4) Quick 


Service and (5) Bconomy. 











Sidney H. Atkinson 


Association. 


very active. 


show cards. 


Back home in Brooklyn, N. Y., these two boys 
kept the wheels moving in the large hardware store 
of their popular father Russell J. Atkinson, newly 
elected president of the National Retail Hardware 
Sidney recently gave a talk to the 
Brooklyn Hardware Association in which he is 
His specialty is buying and selling 
paints, electrical goods and keeping stock healthy. 
Russ Jr. has an unusually good knack for making 
attractive window displays, readable price tags and 
Their different hobbies combined make 
them most useful in their father’s business. 








Russell Atkinson, Jr. 
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Retail Business Needs Control System 
for Profitable, Economical Service 


TATING that methods for controlling 

business have long been in use by 

large productive and distributive or- 
ganizations the Business Control commit- 
tee told the Wednesday afternoon session, 
that the ordinary retail store requires 
similar control, both from the standpoint 
of profitable operation and of economical 
service to the public. Chairman Scott 
Kendrick, Flint, Mich., read the report. 
His committee co-workers were S. George 





F. R. Conklin 
Delaware, Ohio 


Bartel, Evansville, Ind., N.R.H.A. director 
and F. R. Conklin, Delaware, Ohio. In 
part the report follows: 

“Control plans can be provided for the 
ordinary retailer. It is widely believed that 
his future will be seriously endangered if 
he does not put them into practice. 

“We find that The National Retail 
Hardware Association has been using busi- 
ness control with favorable results for sev- 
eral years in the cases of individual mem- 
bers. 

“This background of successful experi- 
ence justifies our belief that the idea should 
be generally adopted by the hardware man 
who wishes to procure the best possible re- 
turns from his investment. 

“The business factors especially requir- 
ing control, within the scope of this re- 
port, are expenses, sales, purchases and the 
average length of time that accounts are 
carried on the books. 

“The purpose of the control plan is to 
predetermine limits for these various fac- 
tors which will assure profitable operation. 

“Tt necessitates the fixing of definite ob- 
jectives. This itself is a commendable op- 
eration. With such objectives determined it 
is possible to formulate definite plans for 
reaching them. 

“Such actions are the preliminary steps 
in establishing the control of a retail busi- 
ness. It follows that the plan must also 
include the measurement, at stated periods, 
of the rate of progress toward the pre- 
determined objectives. 

“Regardless of how carefully advance 
estimates are made, they are necessarily 
fallible. The conditions contemplated in 
determining such objectives can, and do, 
change. Therefore it is necessary to 
measure the rate of progress monthly. 





“Business control naturally involves the 
setting up of probable expenses and sales. 
Two general methods are’ followed. The 
plan probably most generally used de- 
termines the probable volume of sales first 
and then fixes the expense budget at a 
figure which, considering the margin usual- 
ly earned on sales, will leave a satisfactory 
profit. 

“Probable expenses can be more accur- 
ately determined than probable sales. Many 
are definitely fixed, and beyond any control 
of the dealer. For this reason the com- 
mittee favors the plan of establishing an 
expense budget as the first step in fixing 
objectives for the year. 

“The second plan is to first determine 
the probable expense and with this figure 
known, to decide what volume of sales will 
be necessary at the usual margin to bring 


a profit. 

“A dealer knows, for example, the 
amount of salary he will draw. As the 
figures are on a cumulative basis the 


column for December is a total column, 
so the amount of salary the dealer expects 
to draw is entered on the proper line under 
December. 

“Likewise, he can determine very closely 
the amount that will be paid for other 
salaries, keeping in mind, of course, pos- 
sible changes‘in the number of employees 
and in salaries. This amount is placed in 
the same column, on the line provided for 
such salaries. 

“In like manner all of the other ex- 
penses of the business are tabulated. 

“Where the expenses have been pre- 
viously kept on a classified basis, it is very 
easy to determine probable expenses by 
referring to the record for the previous 
year. 





Scott Kendrick 
Flint, Mich. 


“The sum of the individual expenses, so 
determined, constitutes the total probable 
expenses for the ensuing year. 

“In some cases these estimates made 
twelve months in advance have not varied 
more than $100 from the actual experience 
of the merchant. This shows that a very 
accurate foundation can be laid for the 
business control figures. 

“Next it is necessary to estimate the 
probable margin that will be earned on 
sales during the ensuing year. The pre- 
vious operation of a business should show 





the dealer the percentage of margin that 
he may reasonably expect. 

“It is important that the estimate of this 
factor be accurate, because it is really the 
key figure in the entire control plan. Where 
there is possibility of doubt it is best to 
place the margin figure at the minimum 
anticipated. 

“With probable expenses and margin 
estimated, the dealer can determine ac- 





S. G. Bartel 
Evansville, Ind., Director N. R. H. A. 


curately the amount in sales he must have 
to operate his business profitably. 

“In fixing this sales quota we again come 
upon two schools of thought. 

“One fixes a sales quota which, if se- 
cured at the estimated margin, will just 
balance the amount paid for expenses. In 
other words if estimated expenses are $10,- 
000 and margin 25 per cent the sales quota 
would be fixed at $40,000. 

“The other fixes a sales quota which will 
equal expenses and leave for profit an 
amount equal to 5 per cent on sales. 

“The committee is inclinded to favor the 
second method. It feels that the effort to 
earn 5 per cent on sales should be con- 
sidered as a minimum by the dealer; that 
he should never be satisfied with less than 
5 per cent profit on sales and that he should 
use every effort to increase a reasonable 
amount above that figure. 

“In presenting an example of how to 
determine the sales quota on the second 
basis, we have used figures which are easy 
to grasp and to figure mentally, rather than 
figures that are nearer the average ex- 
perience in the hardware trade. In any 
event, the plan is not complicated. 

“Assume that the dealer estimated his 
probable expenses at $10,000 and previous 
experience has shown that he may reason- 
ably expect to make 25 per cent margin 
on sales. 

“He wishes to fix a sales quota which 
would show a profit of 5 per cent on sales. 
This 5 per cent deducted from his margin 
of 25 per cent leaves 20 per cent for the 
cost of doing business. 

“Since he has estimated this cost at $10,- 
000, his 20 per cent equals $10,000. One 
per cent equals $500 and 100 per cent will 
equal $50,000. This is the amount of sales 
necessary, at 25 per cent margin, to pay 
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Left to right, top row—Miss Margie Dickbrader, Miss Florence Dickbrader, 
Mrs. J. H. Dickbrader and J. H. Dickbrader, Washington, Mo.; Bill 
Lafean, Minneapolis, Minn., and Miss Catherine Foley, Syracuse, N. Y. 
Second row—Miss Grace Atkinson, and Miss Ruth Krieger, Brooklyn, 
N. Y.; W. D. Allen, Palo Alto, Calif.; W. R. Schoonover, Hardware 
Retailer; B. R. Foley, Bee Vac Co.; Roy Webster, Sands Level & Tool 
Co.; Mrs. Hugh Riner, Indianapolis, Ind., and Jack Stone, Louisville, Ky., 
secty., Kentucky association. Third row—H. P. McGhee, Wellston, 
Ohio; G. F. Sheely, secty., Indiana association; G. L. Fulton, Hart- 
ford City, Ind.; Harold Bervig, N.R.H.A. office; Bert Hiatt, Wil- 
mington, Ohio; Mrs. Henry Schantz, Grand Rapids, Mich.; Mrs. Oom, 
Grand Rapids, Mich.; Mrs. Robt. Eveland, Detroit, and G. C. Oom, Grand 
Rapids, Mich. Fourth row—C. C. Carter, president, Missouri association, 
and J. D. Carter, both of Carthage, Mo.; Mrs. C. G. Gilbert, Miss Jane Gilbert and C. G. Gilbert, Oregon, Ill.; L. D. Nish, 
Elgin, Ill., secty., Illinois association, and R. H. Lord, president, Idaho association. Bottom row—Mrs. Chas. Ireland, Ionia, 
Mich.; Mrs. George Kidd, Detroit, Mich.; Mrs. George M. Gray, Coschocton, Ohio, and Mrs. C. L. Glasgow, Nashville, 
Mich.; Mrs. L. F. Wolf, Miss Irma Wolf, Mt. Clemens, Mich.; Mrs. A. J. Rankin, Shelby, Mich.; Mrs. Henry Schantz, Grand 
Rapids, Mich., and Mrs. Harry Strong, Battle Creek, Mich. 
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expenses of $10,000 and leave 5 per cent 
profit on sales. 

“Thus, the dealer establishes his quota, 
but this is not necessarily a final figure. 
It should not be accepted by him until 
after a careful canvass of the situation, 
including local and national business condi- 
tions and changes in the competitive situa- 
tion. 

“If after taking these factors and the 
previous record of his business into con- 
sideration, the dealer is convinced that he 
can do not less than $50,000 business, he 
is justified in accepting this figure as a 
sales quota as well as the probable ex- 
penses he has set up as an expense budget. 

“With the probable expenses and sales 
estimated, it is then necessary to separate 
these according to the months of the year 
so that it will be possible at the end of 
each month to determine whether expenses 
have been held within the limit set and 
whether sales have reached the quota es- 
tablished. 

“The dealer has determined the amount 
he will spend under each classification. 
In the majority of cases it is merely neces- 
sary to divide this total by twelve, to find 
out how much is to be spent in each month. 

“Some expense factors, such as advertis- 
ing, must vary and such a figure is usually 
estimated for the monthly basis in accord- 
ance with the volume of business which the 
dealer anticipates for those months. 

“These expenses are shown on the ex- 
pense control form as cumulative figures. 
That is to say, the column for January 
shows the intended expense for January, 
while the column for February shows the 
combined intended expenses for both Jan- 
uary and February. 

“The reason for using the cumulative 
figure is that actual expenditures will show 
on the dealer’s books in the cumulative 
form, and it is intended that at the end 
of each month the bookkeeper will transfer 
to the control form, under the héad of 
‘Actual Expenses,’ the record of the total 
expenses to date. 

“Thus, expenditures for each factor may 
be checked. It is not enough for the dealer 
to know that expenses have been more 
than the intended expense at any period. 
He must know which expenditures have 
exceeded the limit fixed, and therefore the 
classified division is necessary. 

“It will be seen then that the expense 
control sheet is primarily for the purpose 
of analyzing the expense account in esti- 
mating and in checking against excesses of 
the allowances. 

“The monthly and cumulative estimated 
expense figures are then entered on the 
business control form, a rough reproduc- 
tion of which is shown by our chart. 
These figures are taken from the lower 
part of the expense control sheet. 

“In the following two columns the ac- 
tual monthly and cumulative figures are 
entered each month from the records for 
comparison with the estimates. 

“Likewise, the volume of sales to be 
reached each month requires determina- 
tion. 

“Study of sales records reveals the fact 
that the proportion of the annual volume 
obtained in a given month does not vary 
greatly from year to year. That is, if 
4 per cent of the annual volume is secured 
in January of one year, the volume the 
following year will not vary greatly from 
this figure. 

“When the record of a number of years 
is available, the average per cent of busi- 














ness obtained in each month can be esti- 
mated with satisfactory accuracy. 
“The suggestion is, therefore, that the 


dealer set down by months his sales for | 
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the previous three to five years and that 
he total all January sales, all February 
sales, etc:, for these years and divide these 
figures by the total volume secured for the 
period studied. This will show him what 
proportion of his business he may reason- 
ably expect in any given month. 

“For example, a dealer’s total sales for 
five years amount to $200,000. His total 
sales for January in those five years equals 
$10,000. Dividing $200,000 into $10,000 
gives 5 per cent, indicating that the dealer 
secures 5 per cent of his annual volume 
in the month of January. 

“There is likely to be quite a variation 
by months. Records of a number of deal- 
ers in Wisconsin, for instance, show that 
about 5.5 per cent of the annual volume 
is secured in February, while 10. 5 per cent 
is obtained in October. 

“With such percentages determined, the 
dealer estimates his probable sales for the 
various months. If he finds that the aver- 
age experience is 4 per cent of the annual 
volume obtained in February, and he has 
fixed a sales quota of $50,000, it means 
that $2,000 of this quota should be se- 
cured in the month of February. 

“Using the figures previously mentioned, 
the plan contemplates reaching a cost of 
doing business of 20 per cent at the end 
of the year. Certain progress must be 
made toward this objective during each 
month, and this progress may be measured, 
even though the actual expenses and sales 
do not tally with the estimates. 


“It seems to the committee the great 


est hope of lowering the cost of doing 
business lies in knowing just what it 
amounts to at the end of the month, rather 
than ascertaining the figure after the books 
for the year have been closed. 

“So, a third step, in establishing the 
basis for control, the dealer should place 
in the column provided his estimate of his 
cost of doing business at the end of each 
month. 

“He has estimated the total amount that 
the expenses of the business should reach 
at the end of each month. 

“By dividing the estimated volume of 
sales for January into the estimated ex- 
pense for January, he determines his esti- 
mated cost of doing business for that 
month. 

“Then by dividing the combined esti- 
mate of sales for January and February 
into the combined estimated expenses for 
these two months, he determines what the 
cost of doing business should be at the end 
of February. 

“Likewise, he estimates his cost of doing 
business for each month of the year, start- 
ing with a high percentage in January and 
gradually reducing until the figure for De- 
cember shows the cost of doing business 
necessary for profitable operation. 

“At the end of each month he checks 
this estimate against the actual experience 
by dividing total sales into total expenses 
and entering alongside the estimate the 
actual cost of doing business figure. 

“Thus, while his estimates of expense 
and sales may vary, he is in position to 
know whether, despite such changes, he is 
making proper progress toward the desired 
cost of doing business. 

“This figure, like that of expense, should 
be regarded as a maximum. That is, 
while it is desirable to lower the percent- 
age, if possible, it must not be permitted 
to be exceeded. 

“Various trade investigations show far 
too frequently that the profit made by the 
hardware retailer is found at the end of his 
fiscal year to be represented by increased 
inventories rather than cash. 

“It is generally acknowledged that the 
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stock turn of the average hardware re- 
tailer is below the mark that should be 
reached. 

“Obviously, the remedy for both of 
these situations lies in some method of 
so controlling purchases that inventories 
may be held within the proper bounds. 

“For the purpose of this report we have 
assumed that the store has an inventory 
at the beginning of the year of $17,000, 
and the merchant believes it possible to 
reduce this a thousand dollars during the 
year, so that the end of the year will find 
his inventory $16,000. With these figures 
= mind he determines purchases as fol- 
ows: 


Estimated sales (Column 6). eyo 


25 per cent margin..... eves.” SeeD 
Cost of goods sold.......... $37,500 
Estimated inventory at the end 
OF Tle WORE es sis sacs ,000 
TOMA ts od5s ses eweeeee se $53,500 
Actual inventory at beginning 
ee eee 


Estimated purchases for year. $36,500 


“As in the previous control figures, it 
is necessary that the purchases be pro- 
rated according to months and set up in 
the proper columns so that it will be pos- 
sible to enter actual purchases at the end 
of each month to determine whether or 
not they are being held within the control 
limit set. 

“The most accurate method of determin- 
ing the per cent of purchases by months 
is from the previous history of the busi- 
ness, following the same method as was 
used in determining the percentage of sales 
by months. 

“If such information is not available, 
the dealer can use the same percentage 
figures as were used in determining his 
probable sales by months, antedating the 
figures one month. That is, the percent- 
age figure used to estimate probable sales 
for March would be used for estimating 
probable purchases in February. This is 
on the general theory that goods are 
bought on the average thirty days in ad- 
vance. 

“This latter plan does not allow for 
future buying, and it is for this reason 
that the method of determining the per 
cent of purchases by months from the 
actual history of the business is prefer- 
able. 

“Needless to say, all purchase figures 
are intended to include freight paid. 

“The final control record within the 
scope of this report relates to notes and 
accounts receivable. 

“Beyond question, many merchants, prob- 
ably the majority, carry larger sums in- 
vested in notes and accounts receivable 
than are necessary, and naturally the busi- 
ness is penalized to the extent that there 
is an excess investment in these items. It 
is found in some cases that stores extend 
credit equivalent to the credit sales of the 
whole year. 

“The control form provides a column in 
which is to be entered at the end of each 
month the total outstanding in notes and 
accounts due the dealer, and in the fol- 
lowing column this figure is interpreted in 
the term of months credit extended. 

“For example, suppose the amount of 
notes and accounts receivable at the end 
of March amounts to $6,000. Credit sales 
for March were $3,500, for February 
$2,000 and for January were $1,000. 
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“The amount outstanding at the end of 
March would equal the credit sales for 
March and February and half of January. 
In other words, the ‘Months’ Credit Ex- 
tended’ would be 234. 

“This figure showing the credit months 
extended becomes more valuable the longer 
it is kept, as it is a very accurate indica- 





Geo. M. Gray, Coshocton, Ohio 
Past President, N. R. H. A. 


tion of the merchant’s efficiency in collec- 
tions. 

“Loose credit extension and lax credit 
collections will cause the credit months’ 
figure to increase alarmingly, indicating 
that something is radically wrong and that 
corrective measures are needed. 

“The committee submits this report with 
the earnest recommendation that each 
phase of it be carefully considered by this 
body, and with the belief that it will be 
advisable after thorough discussion for 
this Congress to recommend to the retail 
hardware trade of the United States the 
adoption of such a plan for business con- 
trol as this report and the subsequent dis- 
cussion develop. 

“We believe that the Congress should 
urge the members of the Association to 
make the business control plan the very 
foundation for the year’s operation. 
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“The merchant fixes for himself a defi- 
nite objective as to expenses. Having 
carefully planned such expenditures, he 
knows that if this estimate is exceeded, 
he is tending toward unprofitable operation 
unless sales have increased sufficiently be- 
yond his estimate to offset the increased 
expense. 

“Likewise having set for himself a defi- 
nite volume of sales to be secured during 
each month, he is in better position to 
plan to secure those sales. 

“Most vital of all is the fact that the 
control system warns the dealer of un- 
profitable tendencies in time to permit cor- 
rective measures to be applied, if possible, 
and if they cannot be applied, to prepare 
himself for possible losses. 

“Tt is too late to learn at the end of a 
year that expenses have been too large or 
sales too little. The time when the mer- 
chant should have that information should 
be as soon as the condition arises, and 








A. D. Ketterlin 


Santa Rosa, Cal. Pres. California Assn. 


= is what the control plan will do for 
im. 


“Business control is to the head of the 





firm what the schedule is to the engineer. 
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“Needless to say, the foundation of such 
a plan lies in an informative accounting 
system, for without the proper historical 
facts, it is extremely difficult to forecast 
either expenses or sales. 

“It is our belief that installation and 
application of this plan which our com- 
mittee brings to you will result in more 





Cecil Miles 
Corydon, Ind., Pres. 


Ind. Assn. 


profitable business operation and perhaps 
more economical service to the public. 

“And we wish to emphasize strongly the 
fact that installation and operation of the 
plan is simple in the extreme. Any mer- 
chant who has a record of sales by months 
for from three to five years past, and who 
has a classified history of his expenses 
for the previous year, can prepare his con- 
trol figures within a day. Entry of the 
comparative figures at the end of each 
month and study of them should not re- 
quire more than two hours’ time. 

“Thus the entire control plan, so far 
as the record making and keeping is con- 
cerned, should not utilize more than four 
working days of a year. 

“Can the merchant afford not to give 
four days in planning and checking his 


>.” 


operation for 310 days? 





Delegates Very 
Control 


HE committee report on Business 
Control, Wednesday afternoon, 
prompted an interesting exchange of 
ideas based on the personal experiences 
and observation of delegates. R. W. 
Hatcher, Milledgeville, Ga., past N. R. H. 
A. president, said proper business ‘control 
should supply necessary incentive to im- 
prove any weak spot. Such control would 
permit a quick and accurate grasp of the 
situation. He said he was astounded at 
the breadth of the report and urged every 
one to take heed, which he planned to do 
upon his return home. 
S. George Bartel, Evansville, Ind., N. 
H. A. director, told of a $500 audit 
service which takes more time and is less 
effective than the plan proposed by the 
committee. He asked how many knew 


their delivery costs and said his own were 
twenty-seven cents per stop, and that in 
many cases he would have been better off 
had he said to the customer, 


“No we 








° 


Enthusiastic Discussing Business 
Experiences Wednesday 


can’t deliver it. You take it with you and 
we won't charge you a cent for the goods.” 
“Today,” said Mr. Bartel, “we have a 
routing system covering our entire selling 
radius and will not make concessions for 
anyone. We have regular deliveries and 
these are adhered to with a great saving 
in money.” Mr. Bartel has made a sales- 
man out of his driver, and has found that 
increased sales and the route system re- 
duced his delivery cost to 13 cents per 
stop 

Chas. H. Casey, secretary, Minnesota 
association and past president of the Na- 
tional, said he would use the report with 
lantern slides covering his entire territory. 
J. C. Christopher, assistant secretary of 
the Minnesota association, said that as an 
accountant he appreciated the worth of the 
report. He told of a chain store where 
monthly control figures are available. 
Should a store go down any month it’s 





manager is given three weeks grace in 


which to make good. Should there be no 
improvement the store has a new manager 
and the former one seeks a new business 
connection. 

Paul Mulliken, assistant secretary, IIli- 
nois association, told of an Illinois dealer 
whose budget called for a certain volume 
in radio. A check up showed the sales 
were behind. The men in charge of that 
department were advised and immediately 
set out to correct the situation. They did 
and passed the quota by $600. 

F. R. Conklin, Delaware, Ohio, said he 
had thought the budget plan unsuited for 
small town stores, but with the committee 
work found it simple and practical. 

B. Christianson; assistant secretary, Wis- 
consin association, said that figures were 
only valuable if used intelligently. In his 
field work he had found little difficulty in 
getting dealers to furnish proper figures 
but has found it very difficult to make 
them understand what these figures mean. 
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I. O. Reinoehl 
Kendallville, Ind. 


Merchandise Control Properly Practised 
Gives Community Efficient Service 


DVANTAGES of intelligent mer- 
chandise control were clearly out- 
lined and explained in the Merchan- 

dise Control report read to the Thursday 
morning session by Frank Doyle, Lyons 
Falls, N. Y., president New York State 
association. N. R. H. A. Director J. 
Charles Ross, Kalamazoo, Mich., and I. O. 
Reinoehl, Kendallville, Ind., were members 
of Mr. Doyle’s committee. The report 
stated that the amount of money invested 
in merchandise is no indication of pre- 
paredness to serve the community the 
quantity and kind of goods desired, as the 
flow of merchandise in many stores is 
erratic, there being too much of one item on 
hand and not enough of another. The com- 
mittee stressed current buying trends, stat- 
ing that people went to the store which 
had wanted goods and that proper mer- 
chandise control was the only way to in- 
sure the dealer that he could efficiently 
serve the consumer. The committee took 
due consideration of seasonal demands, 
special local tastes, fads and other special 
demands which would require adjustment. 

In part the report continues: 

“Records will help in checking the rela- 
tive demand and indicate what price lines 
can best be dropped and which added or 
strengthened. 

“Dropping the non-essential line saves 
the investment, the space occupied, and the 
time to look after the stock. 

“Merchandise control will assist in de- 
termining the stock needed in any line to 
secure a profit at the margin on that line. 

“Capital invested in small margin goods 
must be turned oftener than long margin 
merchandise if profit is to be made. Em- 
phasis upon longer margin merchandise is 
recognized as good business practice. 

“To all merchants come opportunities to 
secure merchandise at considerable saving 
providing larger than usual quantities are 
purchased. No hard and fast rule can be 
set down to be invariably followed. The 


cost of carrying the extra stock must be 
balanced against the savings. 

“The merchant with an efficient mer- 
chandise control can more often purchase 





the ‘good buys’ than the one without such 
control, as his stock is in shape to receive 
the addition without burden. 

“Analysis by correct methods of mer- 
chandise control will develop which lines 
are unprofitable and which profitable, tak- 
ing into consideration the margin and turn- 
over in each line. 

“The aim of merchandise control is to 
approach as nearly as possible the ‘bal- 
anced’ stock—one that will adequately sup- 
ply the community at a profit to the mer- 
chant. 

“To forge ahead, the modern hardware 
store manager must use the most efficient 
methods at his command to interpret the 
trend correctly, have on hand the right 
merchandise in adequate quantities when 
wanted, and avoid losses that result from 
having too much or too little. 

“The community which he serves has 
a right to expect a ‘balanced’ stock ade- 
quate to demand and up-to-date in pattern, 
and this service can hardly be given with- 
out some form of merchandise control. 

“No development has been more marked 
than the change in consumer purchasing. 
The fast seller of today is the slow seller 
of tomorrow and the dead stock of the day 
after. 

“Merchandise control is an increasingly 
important part of modern retailing. Eff- 
cient control is merely a reflection of effi- 
cient merchandising in general. 

“Whether these developments which are 
now beginning to affect the hardware busi- 
ness as they have alreadv affected almost 
every other line of business will be for 
better or worse in the hardware business 
will depend on how the individual mer- 
chant adapts himself to the changes. 

“There are two major types of control 
which may be used together or indepen- 
dently. They are Departmental and Unit 
or Piece Control. 

“Departmental control breaks p_ the 
whole store into its major sections, and 
is of most importance in the larger stores. 
It enables study of each section to deter- 
mine whether or not returns warrant the 
investment and space. 





“Unit control studies individual items; 
how many pieces have been sold in any 
period, when the last purchase was made, 
and how long the present stock will last. 

“Unit control is of the utmost importance 
because only as the merchant knows how 
specific items sell can he know what and 
when to buy. Unit control is needed in 
both large and small stores, regardless of 
whether the store is departmentized. 

“In departmental control the number of 
departments must first be set. For most 
hardware stores five are sufficient : 

“1. Tools, cutlery, and sporting goods. 

“2: Builders, cabinet, and small shelf 

hardware. 

“3. Paint and painters’ supplies. 

“4. Housefurnishings. 

“5. All other merchandise. 

“Departments need not be_ physically 
segregated. All the departmentizing can 
be done on the books. 

“The simplest form of departmental 
stock control would be annual inventory 
by departments and segregation of pur- 
chases by departments. 

“Stock turn in each department would be 
found by the following method 


Inventory—beginning of year. $3,500 
Add purchases (less returns to 
source of supply)....... 11,000 
AEM vases oes omsnad svasns $14,500 
Deduct inventory—end of year 4,500 
Cost of goods sold.......... $10,000 


“Then add the inventories at beginning 
and end of year ($3,500 + $4,500 = $8,000) 
and divide by two ($8,000 — 2 = $4,000) 
to secure average inventory. Cost of goods 
sold divided by average inventory ($10,000 
+ $4,000 — 21% times), gives the stock 
turn in that department. 

“With this method slow-moving depart- 
ments will be recognized. The merchant 
can then reduce stock or apply improved 
merchandising and display methods to 
those departments. 

“Usual practice in departmentizing is 
to segregate sales as well as purchases. 
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Top row, J. L. Craig Wilson and Mrs. Wilson, Buffalo, N. Y.; Mr. and Mrs. H. B. Dietrich, Salamanca, N. Y.; V. G. Wedge, 
Sauk Center, Minn.; Mrs. Griebler, Mrs. Wedge and John Griebler of Alexandria, Minn. Second row, Carl Koehler and 
Master Koehler, Chicago; Mrs. Wolff, L. F. Wolff, Mt. Clemens, Mich.; Irma Wolff; Mrs. C. L. Glasgow and C. L. Glas- 
gow, president, Michigan Assn., Nashville, Mich.; Mrs. Koehler and Si Koehler, president, Illinois Assn., Chicago. Third row, 
Charles F. Rockwell, secretary, American Hardware Mfrs. Assn.; George A. Fiel, secretary, New England Assn.; A. J. Hoffman, 
Murray, Iowa, Sergeant-at-Arms.; V. G. Wedge, Sauk Center, Minn.; Carl Hoffman, St. Paul, Minn.; Geo. S. Wheaton, Min- 
neapolis, president, Minnesota Assn.; J. C. Stuhlman, St. Paul, Minn. Fourth row, John F. Small and Mrs. Small of Norfolk, 
Va.; J. T. Howard of Bristol, Va.; George M. Rinie, Miss M. Faulstich, Mrs. Frank Rinie, E. J. Creissen and F. X. Beecherer, 
secretary, Missouri Assn., all from St. Louis, Mo. 
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Departmentizing of sales is done in the 
office from the sales slips. There must be 
slips for cash as well as charge sales. 

“Departmentizing both purchases and 
sales will show margins in each depart- 
ment and indicate closely how profitable 
the department is. 

“Chart B shows a form for department- 
izing. 

“The sheet contemplates five departments 
and total. A double spread can be used 
equally well and would cover eleven de- 
partments and total. Each page is for one 
month’s business, one line for each day. 

“To collect the daily figures a work 
sheet may be used. 

“Freight is included with purchases, be- 
ing a part of the cost of merchandise 
rather than an expense. 

“Goods returned by customers are de- 
ducted from sales each day. 

“The figures at the bottom of the sheet 
make possible estimates of departmental in- 
ventory at the end of any month. This 
can be done only when average depart- 
mental percentages of margin are known. 

“After one year a basis for computing 
margin will be established. Each year’s 
experience will allow a closer estimate. 

“The figures on the lower part of Chart 
B illustrate the method used to discover 
approximate inventories at the end of any 
period. 

“At the end of each month the last 
actual inventory is the starting point. Pur- 
chases and sales are their totals since that 
inventory. That is, the inventory taken 
the first of the year is the starting point 
whether the estimate is made April 1 or 
Nov. 

“When the next actual inventory is taken 
the usual income and expense statement 
is drawn up. This will show exactly what 
margin is produced by each of the several 
cepartments. 

“Margin is the essence of merchandising. 
Sales are merely the vehicle that carries 
the margin, and until margin in each de- 
partment is known analysis is difficult and 
application of corrective measures more 
complicated and less sure. 

“Presuming the form described to have 
been in use a year or more, we have the 
information necessary to plan purchases in 
the several departments. 

“On January first it is desired to estimate 
purchases in the housefurnishings depart- 
ment for the next three months. 

“A four-times stock turn is wanted, or 
one turn every three months. The in- 
ventory on March 1 would be equal to the 
cost of sales for the next three months. 

“Sales for the first quarter are estimated 
at $6,000. Margin in that department the 
previous years was 30 per cent. So the 
cost of goods sold would be $6,000 less 30 
per cent, or $4, 

“Inventory on April first should My the 
same as cost of goods sold, or $4,200. In- 
ventory at the beginning of the year was 
$4,000. Purchases for the three months 
would be the cost of goods sold, plus an 
estimated increase, or minus an estimated 
decrease, in inventory. 

“Thus, $4,200 less $4,000 equals $200, the 
estimated inventory increase. Cost of goods 
sold, $4,200 plus $200 equals $4,400, amount 
of goods that can be brought into stock 
by April 1 to secure the required four turns 
a year. 

“The primary advantage of departmental 
control is that it breaks up the business 
into its constituent parts and allows each 
part to be studied separately. 

“It will show sales, margins and stock- 
turn in each department, point out those 
that are not paying and lead to revised 
merchandising and display methods to 
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build up the weaker departments, hence the 
business as a whole. 

“The disadvantages of departmental con- 
trol lie in the cost of keeping the office 
records and in the necessity of listing all 
cash sales by salesmen. 

“Neither does it cover the most im- 
portant part of merchandising control, 
which is the movement of individual items 
of stock, for which unit control is neces- 
sary. 

“Departmental control gives the broad 
general knowledge of stocks and inventor- 
ies but not of the sales speed of the sev- 
eral lines and units which is needed to 
intelligently order merchandise. 

“There is no limit to the extent to which 
unit control can be carried. It is possible 
to have a perpetual inventory, keeping rec- 
cord of all purchases and all sales for each 
article in stock. 

“Such a record is used successfully in 
furniture and other stores where stock 
quantities of each item are relatively small. 
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“In the hardware business such a plan 
would hardly be feasible because of small 
sales on thousands of items and the con- 
sequent heavy office and clerical work to 
keep up the system. 

“A more simple form of unit control, 
and the one most commonly used, is the 
entering of inventories at beginning of any 
period and noting purchases when orders 
are placed. 

“When it is desired to find how many 
pieces of each article have been sold it is 
necessary only to total the inventory and 
purchases of the article, take a new in- 
ventory and deduct from the total. The 
result will be the sales on that item. 

“The system is flexible, can be used in 
small or large stores and with or without 
departmentizing, and is equally suitable 
for few or many lines. It can be installed 
for only a few lines and extended at any 
time to embrace more. 

“Based on information from a large 
number of sources a special form has been 
prepared that will give all the needed in- 
formation in a minimum of time, since the 
figures can easily be noted at the time pur- 
chase orders are being entered. 

“The suggested form is shown by chart 
C. It can be printed on cardboard or 
paper, 9 in. x 11% in., and kept in a vertical 
file or a ring binder. One side of each 
sheet will accommodate 31 items. 

“The form can be used in several ways, 
the most important being to show the in- 
dividual lines and items to be watched and 
studied. Columns are provided for 11 pur- 
chases of each item. 

“The procedure is as follows: 

“First: Decide on the lines to be carried 
by the record. 

“Second: List the individual items to be 
carried in stock, whether or not on hand 
at the time of opening the record. 
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“Third: When an order is given for 
any item covered by the record, the stock 
on hand is entered in the column provided 
for that purpose. 

“Fourth: The buyer goes over the rec- 
ord, showing how many orders have been 
placed since it was started, when the last 
order was given and how much stock is on 
hand, and orders quantities indicated as 
advisable by the rapidity of sale and 
amount on hand. At the same time these 
quantities are entered on the form and 
the record is complete. 

“The only other work is to glance over 
the invoices as they arrive and note can- 
cellations or back orders, erasing cancella- 
tions on the form and placing a circle 
around back orders, the circle to be re- 
moved on receipt of invoice. 

“When the record has been in use a year 
or more, it will be an important guide in 
placing orders intelligently for the current 
year. 

“The chief problem in controlling stock 
are: 

“First: Determination of facts to indi- 
cate need for control and the extent to 
which control should be carried. 


“Second: Setting up stock limits or 
ideal stock. 
“Third: Providing flexible, simple and 


efficient mechanism. 

“Fourth: Having up-to-date informa- 
tion immediately available. 

“Fifth: Providing that information eco- 
nomically. 

“In stores with annual sales under $25,- 
000, the proprietor who does all the buying, 
most of the selling and takes care of the 
books, has less need for such records be- 
cause of his supposedly closer personal 
touch with his stock. 

“The next larger type of store, with 
sales from $25,000 to $40,000, can profitably 
use the unit control for the more impor- 
tant items in such lines as paints, house- 
furnishings and tools. 

“Stores selling from $40,000 to $100,000, 
where the proprietor sells a smaller pro- 
portion than in the stores before mentioned 
and has some one to take care of the books, 
can use both the departmental and unit 
control records, the latter to be extended 
over a larger number of lines. 

“When sales are in excess of $100,000 
there should be used both the departmental 
and more complete unit control. 

“Tn stores large enough to have a ware- 
houseman in charge of receiving goods and 
to whom requisition must be made for mer- 
chandise brought to the sales floor, an in- 
ventory can be made of certain lines each 
day so as to cover the entire warehouse 
stock once a month. This will be the best 
preventive of “out of stock.” 

“Setting of stock limits or ideal stock 
can only be done correctly after the unit 
control records have been in use for some 
time, the limits being adjusted as experi- 
ence dictates. 

It is possible to install so complete and 
detailed a system of stock keeping that the 
management will find itself operating the 
system instead of the business. Too much 
system is as bad as none at all. 

“Any system must be economical as well 
as adequate, and the methods we have 
recommended have the combined merits of 
adequacy, simplicity and economical opera- 
tion. 

“The distribution of purchases and sales 
for departmental control will take only an 
hour a day for the average store, and unit 
control will require but a few extra min- 
utes when orders are placed. 

“Such control will simplify buying, di- 
rect concentration on profitable lines, elimi- 
nate waste, lower operating costs and in- 
crease efficiency. 
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Importance of Organization and Management 
Brought Before Thursday Session 


ARDWARE dealers must know ex- 
actly what they are doing and where 
they are headed, said the report read 

by Hugh C. Ross, chairman of the Or- 

ganization and Management Committee, in 
reading his report before the delegates on 

Thursday afternoon. Mr. Ross, who hails 

from Packson, Tenn., is president of the 

Southeastern Association; together with 

T. B. Howell of Richmond, Va., a director 

of the N. R. H. A., and John Sommer of 

Portsmouth, Ohio, prepared a most com- 

prehensive paper. Another point brought 

to the attention of the delegates was the 
fact that “success in any line of business 
comes to those who comprehend its aims, 
its methods, its problems and its possibili- 
ties.” Hardware retailing is no exception. 

In the keen competition which characterizes 

the present merchandising era, it is abso- 

lutely essential that the hardware retailer 
know exactly what he is doing and where 
he is headed. 

In reading the report Mr. Ross stated 
that an understanding of the following 
factors would materially assist in estab- 
lishing organization and management poli- 
cies upon a sound footing. In part the re- 
port follows: 

1. The function of retailing from the 
standpoints of both customer and 
merchant. 

2. The problems connected with the 

financing of a business. 

. The kind of merchandise to buy, 
when and where to buy, and the right 
price to pay. 

4. The character of the trading area, 
its sources of income, kinds of goods 
required, and the prices it will be 
willing to pay. 

5. How to select, 
employees. 

6. A study of business conditions to de- 
termine how they affect the prices he 
pays for merchandise and the pur- 
chasing power of his customers. 

7. The necessity for keeping pace with 
changes in buying habits of the pub- 
lic, competition methods, and devel- 
opments in merchandising practice. 

8. An adherence to the proper stand- 
ards of business ethics.’ 

The customer expects the retailer to 
perform certain functions, including: 

1. Stock the goods the consumer wants. 

2. Supply merchandise at prices con- 

sistent with quality. 

. Display merchandise in ways that 
facilitate selection. 

. Know the quality of the goods so as 
to properly assist the customer in the 
choice of the item best fitted for his 
requirements. 

. Suggest new uses for merchandise. 

. Furnish such services (credit, deliv- 
ery, etc.) as will best meet the re- 
quirements of the community. 
From the retailer’s viewpoint, his busi- 

ness should give: 

1. An opportunity to serve his com- 

munity. 

2. An adequate profit to compensate for 
the risks which attend the conduct of 
any business. 

“By all the laws of economics the mer- 

chant is entitled to compensation beyond 

the ordinary interest rate, and since 6 per 


wW 


train, and pay his 


>_> Ww 


Nw 





cent can usually be obtained by invest- 
ment with reasonable safety and without 
the exercise of any particular business 
acumen, this rate should be the dead line 
below which his investment return should 
not be permitted to fall. 

“The margin of return above that figure 
is the measure of the retailer's ability to 
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serve his community properly and to con- 
duct his business efficiently. 

“The cash discount taken on purchases 
is the easiest money the merchant can 
make. Invoices must be paid anyway and 
an extra profit is obtained by paying them 
within the discount period. 

“A study of the experience of 1284 
hardware stores in 1926 shows that the 
average retailer’s profit is linked closely 
with his ability to take cash discounts. All 
too frequently this discount represents the 
dealer’s only profit. 

“Many retailers declare that they do not 
possess sufficient capital to discount, but the 
reason is often in top-heavy inventories or 
excessive notes and accounts receivable 
that have accumulated as a result of a lax 
credit policy. 

“Tf stock-turn is below the average or 
if the number of days credit business is 
much above the average, the retailer should 
take the steps necessary for their correc- 
tion. Success in accomplishing this task 
will normally result in sufficient liquid 
capital to secure the added profits which 
accrue from cash discounting. 

“A hardware merchant's stocks are so 
varied and the scope of their appeal is so 
broad that intensive study is required. 

“Two main points should be kept in 
mind. 

“First, when goods are demanded pri- 
marily from the standpoint of their 
utility, the retailer should be aware of uses 
that may not occur immediately to the pur- 
chaser. Such knowledge not only assists 
in making the sale but also promotes good 
will. 

“Second, luxury goods require knowledge 
of such factors as style, convenience, or 
both. New wants in such goods are mani- 
festing themselves all the time. 


“When selecting merchandise, the re- 
tailer must give careful consideration to 
the price his community is willing to pay 
for it. Competitice conditions, sales value 
and place in the community’s buying habits 
are determining factors. 

“One of the most important problems in 
management is the location of the most 
desirable sources of supply. In the first 
place, the retailer must study his require- 
ments and base his selection of sources of 
supply upon their ability to conform with 
| the standards he has set. 

“He must analyze the sales possibilities 
for the products in question in order to 
determine whether larger orders, with a 
consequent slowing-up of stock-turn, com- 
pensate for a lower price. 

“The retailer must study market con- 
ditions carefully and be sure that the quo- 
tations of his source of supply are not 
too high. Watchfulness on this score will 
result in both additional profits and pro- 
tection against competition. 

“Price services and market reports fur- 
| nish the required information. 

“Every retailer should know the type of 
community in which he transacts business 
and understand the kinds of merchandise 
which will be of greatest appeal. It is 
poor business to stock the goods one thinks 
should be found in a hardware store in- 
stead of carrying only those hardware 
lines which will find a ready market. 

“The merchant located in industrial cen- 
ters should watch for any changes in the 
rate of activity of his city’s key industries. 

“A drop in production means that both 
the business interests and the workers 
themselves will be poorer customers. 
Overstocks and rising expenses will follow 
unless the merchant has taken the proper 
precautions. 

“A recovery in business will catch the 
careless retailer unprepared, with the dan- 
ger of losing sales through lack of a bal- 
anced inventory. 

“THe merchant dependent upon farm 
trade must also know something about the 
prospective income of farmers. Since 
prices have as much influence upon agri- 
cultural income as yield, he must watch 
the trend of the markets. 

“Selection of a@ proper sales force is 
fundamental to the success of any mer- 
chant. A store is judged and rated in the 
minds of the public by the personnel serv- 
ing its customers. 

“Since salaries and wages compose by 
far the largest single item of retail ex- 
pense, determination of the number of em- 
ployees needed is most important. 

“The problem of employee selection and 
direction is one of intelligent administra- 
tion as well as of careful organization. 

“Employees should have character, be- 
cause character inspires confidence in the 
mind of the prospective buyer. 

“They should possess sufficient ability to 
sell not only merchandise but also the 
identity of the store and of themselves to 
the customer. 

“Personality and appearance go hand in 
hand. Neatness always has its appeal and 
is worth dollars and cents to the business 
because it pleases the customer. Slouchi- 
ness creates sales resistance immediately. 
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“It is the duty of the employer to see 
that his salesmen understand the merchan- 
dise they are expected to sell. They must 
be sold before they can be expected to sell 
anyone else. 

“Training can be accomplished in several 
ways. Personal explanation and regular 
store meetings for the discussion of quality 
and use of different items are helpful. 
Manufacturers’ representatives are always 
glad to explain the merits of their prod- 
ucts. Descriptive literature is also avail- 
able and the merchant should make sure 
that his sales force uses it. 

“Employees should be compensated on 
the basis of their earning capacity. The 
wage scale should be at least equal to the 
standard for similar employment in com- 
petitive lines. 

“Many retailers have found that profit 
sharing is an excellent method for stimu- 
lating interest. It brings home to the em- 
ployee that his progress is linked with that 
of the store. He works harder, is more 
aggressive and watches for the leaks that 
drain profits. 

“It is not easy to establish an equitable 
profit sharing system. It must give the 
employee enough to be worth striving for 
and it must be fair to all involved. The 
personal equation is so prominent that it 
is safest for the merchant to develop his 
own system. 

“The merchant must also make sure that 
he is buying as cheaply as his competitors. 
Otherwise, both profits and sales wil be 
endangered. 

“It is desirable at all times to maintain 
cordial relations with sources of supply. 
If possible, they should be promoted by 
personal acquaintance and contact. 

“Prompt payment is the mark of a suc- 
cessful business. It builds prestige with the 
manufacturer, the wholesaler and_ the 
banker. It makes credit and accommoda- 
tion available when required. 

“If it is not possible to pay bills under 
the terms of the supplier, proper arrange- 
ments should be made immediately in order 
to protect the future credit of the business. 

“Tf special sales are to be successful, the 
public must be convinced that real bar- 
gains are offered. Timeliness is also an 
important factor. Anniversary sales, spring 
sales, fall sales, attract by the very reason 
that there is a logic which appeals to the 
average man or woman. 

“A sales quota should be capable of ac- 
complishment. It should be based upon 
the experience of previous years and a 
careful estimate of the possibilities for 
the next twelve months. The quota should 
also give heed to the cost of running the 
business and the margin which is to be 
maintained. 

“Credit to consumers is one of the com- 
monest services rendered by retail hard- 
ware stores and their financial structure 
should make due provision for it. 

“Competitive conditions sometimes tempt 
the merchant to be lax in his granting of 
credit as a means of attracting business. 
This is dangerous and should be avoided. 

“The extension of credit increases ex- 
pense because it involves losses on bad 
accounts, loss of interest on capital tied 
up in accounts receivable and the additional 
costs of bookkeeping, and must be taken 
into account in pricing goods. 

‘Definite terms and a complete under- 
standing with the customer at the time the 
sale is made will speed collecions. 

“Interest should be charged on accounts 
that run over the normal credit period. 
Customers should be made to understand 
that when they require the retailer to 
carry their accounts over an unduly long 
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period they compel him to assume the 
banker’s function—for which he should be 
paid. 2 
“Upon a merchant as the chief executive 
of that institution which he heads devolve 
the responsibilities of administration, hav- 
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ing due regard for the interests of himself, 
his employees and his clients. 

“Duties of administration are three-fold: 
First—To serve a public need; 
Second—To direct affairs within the 

organization ; 

Third—To coordinate the activities of 
the individual business with those 
of other factors for the symmetri- 
cal development and_ consistent 
progress of the community. 

“The first qualification of a successful 
merchant is a proper conception of the 
position occupied by his business and its 
importance to the community’s convenience 
and growth. 

“Only in the existence of a public need 
for the service to be rendered by a given 
business establishment is there to be found 
justification for that business. 

“Second only to this is the necessity for 
vision on the part of the merchant as to 
how he may operate to supply that public 
need appropriately and __ satisfactorily, 
coupled with the capacity and determina- 
tion to translate it into purposeful perform- 
ance. / 

“Equally essential is it for the merchant 
to understand that he cannot at any time 
by a single weighing of all the matters 
involved develop a course of action to 
which he may adhere indefinitely without 
variation. 

“Merchandising methods that were ade- 
quate in the past are proving woefully in- 
effectual in the present, and with the ad- 
vance of time plans which today are the 
last word in effectiveness may be entirely 
supplanted by ways yet undreamed of. 

“Changing economic conditions, changing 
attitudes of people, changing habits of liv- 
ing, all demand correspondingly changed 
methods. 

“The merchant must be alert to changes 
as they occur; he must sense the turns in 
business trends while there is yet time to 
adjust his affairs to coincide with them 
and derive advantages therefrom, rather 
than run counter to them and expend his 
energy futilely. 

“No man can foretell with certainty 
what the morrow will produce, but with 
the many existing agencies for the study 
of business trends and the disseminating of 
information thereon, merchants today have 
less occasion then at any time in the past 
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to remain in doubt as to the course of 
business. 

‘Most profitably spent is that time which 
the merchant devotes to the study of busi- 
ness reports and his particular situation in 
the light of this information. 

“To know the changing wants of the 
public as they take expression in the form 
of consumer pufchases the merchant must 
have tangible and intelligible records. 

“He must know in cold figures what 
people are buying, whether demand is con- 
tinuing steady or, if the merchandise is 
seasonable, whether consumer purchases 
compare favorably or otherwise with previ- 
ous seasons. 

“He must know when people let up buy- 
ing given lines so that he may gauge his 
own purchases and not. be left in the lurch 
with his money invested in obsolete items. 

“He must also note increased demand 
for new items or for newly popular items. 

“His records must tell him at least pe- 
riodically what stock he has on hand and 
the speed of its movement through his 
store. 

“Just as he maintains, studies and uti- 
lizes for the upbuilding of his business 
those inanimate factors already referred 
to, the merchant must also manage and 
direct his store force so that organization 
morale is kept at a high point. 

“No physical equipment and no system 
of business control can compensate for lack 
of personality in the hardware store. And 
personality is expressed by all who come 
in contact with customers. 

“Direction of personnel calls for a dif- 
ferent and perhaps higher degree of skill 
than any other tring the hardware mer- 
chant has to do. Too often it is the most 
neglected of all his duties. 

“His is the task of translating into form 
comprehensible to and applicable by his as- 
sistants those objectives and plans which 
evolve from his forward-looking study of 
his business situation. 

“He should have his force so organized 
and so ready to act that it will function at 
all times as a thoroughly well trained team, 
executing his plans promptly and fully. 

“Then he should assign definite respon- 
sibilities to them as rapidly as their capa- 
bility warrants. 

“No member of a store force has a po- 
sition so lowly that he cannot be stimu- 
lated by proper treatment. Evidence that 
the employer notices and appreciates 
thoughtfulness and carefuiness in little 
things encourages the emplovee to do 
bigger things in a better way. 

“Skillful stimulation of competition 
among employees doing similar tasks is 
also. effective. Recognition of results 
touches their pride and leads to continued 
best effort. 

“The employer who simply tells his em- 
ployee what result he desires and leaves 
the method to the resourcefulness and 
ingenuity of the individal will develop a 
dependable assistant in much less time than 
will the one who repeatedly goes ahead 
and shows his employee just how the thing 
is done. 

“At the same time the seriousness of 
errors should be tactfully pointed out so 
they will not be lightly dismissed as un- 
important. 

“The final phase in the administration 
of a retail establishment has to do with 
maintaining it as an outstanding unit in 
the makeup of the community. 

“For the respect and good will that flows 
therefrom, it is important that a business 
house shall join its influence and efforts 
with those of other establishments for 
their common progress and the general 
advancement of the community.” 
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Left to right, George McCabe, Petoskey, Mich.; C. I. Benton, P. J. Jacobs, Stevens Point, Wis.; C. J. Prentiss, Van Camp Iron 
and Steel Co.; C. B. Johnson, Omaha, Neb.; J. W. Wade, Monroe City, Mo.; C. B. Crets, Van Camp Iron and Steel Co.; J. F. 
Lehan, St. Louis, Mo.; Frank Kramer, Minneapolis, Minn. 


Many Advantages of Merchandising Control 
Brought Out at Open Discussion 


T the conclusion of the reading of the 

report by Frank Doyle, Lyons Falls, 

N. Y., as chairman of the Merchan- 
dise Control committee, President Beatty 
threw the subject open for discussion. 
Among those of the delegates who ex- 
pressed themselves, either for or against 
some system of departmentizing and stock 
records, were the following: 

J. Charles Ross, Kalamazoo, Mich., a 
member of the board of directors of the 
National Retail Hardware Association, 
said that he had used stock control records 
in his store for the past 20 years and that 
he also employed one man whose sole duty 
it was to take inventory, an inventory of 
the complete stock being taken every 30 
days. He also stated that a large turnover 
did not necessarily mean large profits. 

F. E. Carlisle, Springfield,- Mass., stated 
that if a stock control record were properly 
kept, the stock would run down all at ap- 
proximately the same time and this in turn 
would result in more diversified orders be- 
ing placed which he considered as a help 
in obtaining more equalized freight rates. 
He had found that his stock record came 
within 2 per cent of checking with his an- 
nual physical inventory. 


Thomas B. Howell, Richmond, Va., 


member of the National Retail Hardware 












Association board of directors, added that 
he believed that the most important asset 
of stock control records was the fact that 
they enabled the merchant to maintain a 
uniform resale price on various lots of the 
same article instead of the possible va- 
riance that accompanied the lack of a rec- 
ord of prices paid and mark-ups on pre- 
vious lots. 

N. E. Given, Bemidji, Minn., went still 
farther by stating that he used stock rec- 
ords in arriving at the proper mark-up and 
resale price. 

R. C. Socin, Muncie, Ind., cited an ex- 
ample of having in stock around 40 differ- 
ent sizes and types of pliers, some of which 
he found on installing a stock control sys- 
tem, were bought in lots of 3 with 2 sold 
during the year. His plier stock has been 
cut to 18 kinds. 

L. F. Wolff, Mt. Clemens, Mich., was 
somewhat doubtful as to the necessity of 
complete stock records in the smaller 
stores, but strongly advocated department- 
izing. He warned, however, against the 
establishment of too many departments, his 
own store having seven. He urged the 
close watching of expense in the individual 
departments and said that after the first 
year during which his store was depart- 
mentized he found that the overhead in the 


dent, 
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different departments ran from 13 to 38 
per cent. Four of the 7 departments were 
losing money. 

President Hobart R. Beatty, speaking 
from the chair, told of his experience in 
establishing 10 departments in his store in 
1915. He found that 5 of the 10 were 
losing money the first year, 3 were still 
losing during the second year, but by the 
end of the third year all were showing a 
profit. 

J. F. Small, Norfolk, Va., stated that 
the future of the hardware man depended 
on his adjustment to changing conditions 
and, while some questioned the necessity of 
stock control records in the smaller stores, 
actual conditions were such that records 
of this kind were absolutely vital to every 
dealer regardless of the size of his busi- 
ness. 

Paul M. Mulliken, Elgin, IIl., assistant 
secretary of the Illinois Retail Hardware 
Association, gave a very concise summary 
of both the report and the discussion and 
brought out the point that the cost of 
maintaining such records of stock control 
and departmentizing had been found by ex- 
perience to be only from one-tenth to one- 
half of one per cent of the total sales 
volume. 


Left to right—W. B. Reamer, New York 
City; Harry B. Price, Norfolk, Va.; J. G. 


Beasley, Lamar, S. C., and Arthur R. 
Craig, Charlotte, N. C., secty., Carolinas 
association. 


Bottom row, left to right—E. M. Howell, 
Dixon, Ill.; John F. Deuth, Forreston, III.; 
F. T. Blish, South Manchester, Conn., presi- 
Connecticut 
Hitchcock, secty., Connecticut association; 
Homer Hawker, Shinnston, W. Va.; W. B. 
Martin, Mansfield, Ohio, and Frank E. Car- 


association; Henry S. 


lisle, Springfield, Mass. 
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Standards of Practice Adopted by Congress 


HE annual congress of the National 

Retail Hardware Association adopted 

a six-part standard of practice code, 
based on the six main heads in the con- 
vention theme. Each was prepared and 
submitted to the meeting immediately after 
the presentation of the committee report. 
The sub-heads given here indicate the re- 
lation of the standard to the congress dis- 
cussion topic: 


The New Competition 


The drastic changes which have oc- 
curred in our manner of living during the 
past decade and a half, affecting all factors 
of production and distribution have made 
the battle for business more than ever 
a survival of the most fit. 

The economic laws which unerringly 
penalize their violators may be working 
no more surely than in the past, but cer- 
tainly their effect is more quickly felt. 

As business has become more complex 
and more difficult of success, it has also 
become more intensely interesting, holding 
promise of greater rewards than ever to 
those who measure up to the opportunities 
before them. 

The present era of merchandising is a 
challenge to every merchant. It is full of 
situations which, because of their newness, 
are regarded perhaps more fearfully than 
they really deserve. 

Many of these we may class as definite 
trade evils. Some, perhaps, may be reme- 
died. Others will persist. 

Instead of following former practices 
that are now insufficient, and complaining 
of conditions, the retailer can meet the 
situation, despite all its complexities and 
difficulties, by adapting himself to existing 
conditions and making of himself a new 
era merchant. 

The new competition demands of the 
merchant more intensive study of himself 
and his business, more accurate knowledge 
of all its various factors. The need for 
more careful planning and more energetic 
| of plans is one that will not be 

eni 

As business hours have shortened and 
business responsibilities and demands have 
increased, the necessity of more efficient 
equipment and more purposeful labor has 
become intensified. 

The facilities are at hand. Those who 
use them will meet the situation more suc- 
cessfully. Those who ignore them must 
inevitably pay the price. 

In the days of the new competition, 
guesswork has no place. The merchant 
must determine, through study and coun- 
sel with others, the rules which need be 
followed to proceed with definiteness 
toward his goal. 

_ He must find the “best way” and travel 
it. 

He must determine the standards of 
practice which are essential to his success, 
and, guided by them, he will be among 
those who go down in the records of busi- 
ness history as merchants who justified 
their assumption of the function of pur- 
chasing agents for their communities. 


Merchandise and Merchandising 


In view of present complexities of style, 
tastes, and intensive merchandising, the 


hardware retailer who best holds his place 
as a distributor to the consumer will ad- 
here to well-defined standards of practice 





in the selection of his merchandise and the 
means which he uses to induce the patron- 
age of the public: 

I. His purchases will be dictated by inti- 
mate knowledge of local needs, types of 
buyers and their ability to buy. 

II. He will give careful attention to the 
various selling methods available for in- 
teresting the maximum number of pros- 
pects in given lines, preparing his cam- 
paigns, as well as his sales force, with 
definite appeals along those lines calcu- 
lated to produce best results. 

III. He will studiously observe his trade 
territory as well as the merchandise mar- 
ket for possibilities to profitably enlarge 
his lines and expand his business. 

IV. In the enlargement of his business 





BOSTON NEXT YEAR 


The 1928 Congress of the Na- 
tional Retail Hardware Associa- 
tion will be held some time in 
June, 1928, at Boston, Mass. 
Further particulars later. 











he will not be bound by tradition, but will 
add to his stocks those lines which can be 
sold in his community to advantage. 

V. He will carefully observe the various 
forms of competition to which he is sub- 
ject, study the methods which prove suc- 
cessful and adapt them to his own uses. 

VI. He will render a high grade of 
essential service and quickly discard ser- 
vices which add to the cost of conducting 
the business in excess of the value re- 
turned. 

VII. A clear conception of his functions 
and duties will serve to keep him from 
being unduly influenced by high-pressure 
salesmanship or extensive advertising cam- 
paigns calculated to force on him mer- 
chandise that is not required. 

VIII. He will avoid excessive invest- 
ment by not carrying duplicating lines, 
recognizing that there are many lines of 
equal merit and that he must make his 
selection from these and support such se- 
lection by aggressive salesmanship rather 
than to follow the lines of least resistance 
by attempting to have all brands for which 
there may be call. 

IX. In the acceptance of agency lines 
he will be guided by ethical principles, 
taking those only to which he can give 
fair representation. 

X. He will give increasing attention to 

“price line” buying, going into the market 

to obtain merchandise to sell at certain 
predetermined prices which will assure 
satisfactory margins rather than follow 
the old custom of buying without particu- 
lar regard for the ultimate retail price. 

XI. He will study his lines with the 
view to specializing on those which will 
show best returns, discarding, if necessary, 
other lines that interfere unprofitably, 
éither through space, or selling time, or 
capital required. 


Arrangement: and Display 


The hardware retailer who is to fulfill 
the requirements of “better merchandising” 
must meet competition for attention 





through arrangement and display methods 
which provide attractiveness, accessibility, 
efficiency, and quick service at an economi- 
cal cost. Each of these factors is an at- 
tainable standard regardless of the size of 
the store. 

I. Attractiveness should be secured, and 
maintained, through a pleasing design of 
store front, proper equipment for display- 
ing merchandise in windows, elimination 
of unsightly signs, careful interior ar- 
rangement of merchandise, with frequent 
rearrangement of displays, well-decorated 
fronts and interiors, efficient lighting and 
thorough cleanliness. 

II. Merchandise should be made accessi- 
ble to customers by eliminating displays 
outside the store that tend to clutter the 
entrance; by wide aisles of uniform width, 
kept free of obstructing merchandise; by 
sampling or displaying everything possi- 
ble, and general arrangement which will 
bring the store visitor into direct contact 
with the greatest variety of merchandise. 

III. Display fixtures and shelving are 
efficient or inefficient, depending on con- 
struction and use. Makeshift or otherwise 
inefficient equipment is costly and should 
be promptly replaced. While equipment 
appearance is worthy of consideration, it 
is secondary to sales results, which should 
be the determining factor. Study of effi- 
cient display methods has qualified asso- 
ciation employees to render valuable ser- 
vice to members, and the merchant should 
profit by their experience instead of ex- 
perimenting. 

IV. With increasing demands for ser- 
vice, increasing numbers of people to be 
served and rising salaries of store em- 
ployees, it becomes more and more essen- 
tial that the merchandise arrangement 
should lend itself to quick service. This 
involves the grouping of lines, elimination 
of useless walking and ladder climbing, 
and the use of equipment conducive to 
serving the maximum number of people in 
the minimum time. Agrangement of both 
merchandise and fixtures should be care- 
fully studied to be certain that all require- 
ments are met. 

V. With efficient equipment and arrange- 
ment, better merchandising should give 
lower rather than higher operating costs, 
along with facilities to better meet com- 
petition and serve customers. 

VI. In view of the evident profitable- 
ness of the open display table, we recom- 
mend that all hardware dealers commence 
at once to adopt this method to display 
their merchandise more effectively, mod- 
ernizing any equipment they now possess. 


Business Control 


Recognizing that modern merchandising 
requires thorough study and absolute con- 
trol, hardware merchants should adopt the 
following as standards of practice: 

I. Anticipate expenses annually by the 
establishment of a budget carefully pre- 
pared to show intended expenditures for 
the various operations of the business. 
Arrange that such estimates may be 
checked monthly against the actual expe- 
rience of the business. 

II. On the basis of the margin usually 
earned on sales, estimate the sales volume 
necessary to meet the intended expenses 
and give a profit of not less than 5 per 
cent of sales, thus establishing a quota of 
sales needed for the year. Divide the an- 

(Continued on page 144) ° 
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“Where Do We Go from Here?” 


By Saunders Norvell 


ERY frequently I receive letters, not only from 

parents, but from youths, on the subject of educa- 

tion. The letters usually read—“I am just about to 
graduate from high school. Shall I go to work in my 
father’s store or shall I go to college?’ Fathers write, 
asking—“Is it better for me to put my son to work, now 
that he has graduated from high school, or shall I send 
him to college?” 

Naturally, it is impossible for anyone to give an intel- 
ligent answer to this question without an intimate knowl- 
edge of the personal characteristics, mental ability and 
desires of the young man. 

However, as this problem of education is of the great- 
est interest in our country, I take the liberty of herewith 
reproducing a short talk I made recently before the 
graduating class of a high school in the town where I 
live. 

. * * * 

Thousands of years ago, in the dawn of the world, 
one of our ancestors with a low forehead and a huge 
jaw sat on the bank of a swollen river. He intensely 
wished to cross this river. On account of the swift cur- 
rent, he was afraid to attempt to cross by swimming. So, 
for hours, he sat, consumed with the intense desire to 
cross over. Then he saw a log come floating down the 
stream. He watched this log. He concentrated what lit- 
tle mind he had on the log. Painfully the idea pene- 
trated into his little brain that if he should get on this 
log he might float over.. This was the beginning of 
thought and the beginning of education. 

When he was astride the log, he found the current 
took him in the wrong direction. Again he thought. 
He made some experiments. By thinking, he finally dis- 
covered that he could use his hands as paddles and so he 
paddled along across the stream and landed on the other 
side. Other men in those far-away, prehistoric days saw 
this man cross the river on his log. They imitated him 
and, after that crossing, the river lost its terrors. As 
time passed, these men, by thinking, discovered that by 
lashing several logs together they could transport their 
wives and children dry-footed across the river. 

In the course of ages, by thinking, came boats, pad- 
dles and sails. After hundreds of years came fire; next, 
steam and steamships. Then, by thinking, came elec- 
tricity. By thinking, the oil that oozes out of the earth is 
turned into gasoline and, with this stored away, man now 
flies across the ocean from one continent to the other. 

It is a far cry from our ancestor who first straddled 
a log to Lindbergh, who has just flown across the At- 
lantic, but back of the slow evolution that has led from 
one feat to the other is just one thing—THINKING. 

So tonight, when it falls to my lot to address this 
graduating class of the Mamaroneck High School, the 
thought that comes to me is that, first of all, the object of 
all education is to teach us to think. Simply to gather 
knowledge without gathering the ability to think clearly, 
to think truthfully and to think with a direction and pur- 
pose, is a waste of time, money and effort. 

Kipling, in a speech to a graduating class, made the 
remark that age takes its revenge on youth by preaching 
at them. No doubt youth is bored by so much preach- 


ing. On the other hand, when a traveler, possibly some- 
what weary, has traveled over a long road—a road that 
has taken many years to cover—and then meets another 
traveler, a young one just starting out to travel over the 
same road, is it not only fair and reasonable that this 
road-weary traveler should tell the youth something 
about the road that he has covered? On parts of the road 
there were perhaps high mountains of delight, beautiful 
scenery and lovely lakes. Should not the older traveler 
tell the younger what he has seen? On the other hand, 
there may have been dark woods, foul marshes, swift 
rivers and other dangerous parts of the journey against 
which the young traveler should be warned. 

So, with your permission, as a traveler who has cov- 
ered the greater part of the journey of life, I will pause 
tonight as you start on this journey to tell you a few of 
the things I have learned by the way. 

Let me tell you, first of all, that this journey is a grand 
and glorious adventure. In the main, it is full of happi- 
ness. Most of the people you will meet on this journey 
are good, honest and tender-hearted. You may find it 
hard to climb some of the mountain peaks, but at the top 
there will be enchanting views, full of inspiration. Never 
forget that unless the world were, in the main, good; 
unless people were, in the main, good, all progress would 
have stopped long ago. Civilization would have come to 
an end and human beings would have relapsed into a 
state of savagery. The mere fact that we are here to- 
night on an occasion such as this, in this magnificent 
building, with self-sacrificing teachers and _ intelligent 
students on the stage and with an appreciative audience, 
and the further fact that this building has been erected 
by the State, that the instructors have been paid by the 
State and that the tuition is absolutely free, indicates the 
progress we have made since the time when our ancestor 
straddled his log and started on his voyage across the 
river. ‘ 

All this has been brought about because men have 
learned to think. By thinking, they have decided that 
the greatest gift to mankind is an intelligent mind, a 
thinking mind, a mind that can work out the problems of 
life. The best road to such a mind, we have discovered 
through the ages, is the road of education. 

The motto of this class is SERVICE. It would be 
difficult to find a better motto. True service has a deep 
and significant meaning. In this practical world the 
value of service is often measured in dollars. Of course 
it has frequently happened that the world has not been 
sufficiently intelligent to realize the value of a service 
that has been rendered and therefore there has been small 
compensation, or a very small payment for the service. 

All of us read with interest of the men in big corpora- 
tions who draw enormous salaries. These super-salaried 
men, almost without exception, have been deep thinkers 
in their particular field. By thinking, they have dis- 
covered new methods. By thinking, they have built up 
mammoth organizations. By thinking, they have served 
an ever-increasing community by supplying steel, water. 
light, transportation, automobiles—all our necessities and 
luxuries. Back of all this progress, when one investi- 
gates, he finds education. The mind educated to think, 
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the mind commanding a wide field of knowledge, has a 
tremendous advantage in the battle of life and not only 
that, but the educated mind enjoys a greater happiness in 
appreciation of the wonderful things in this world than 
the uneducated mind that has no conception of what is 
happening around it. 

For thinking, there are financial rewards. However, 
far beyond the financial returns of the educated mind is 
the deep satisfaction, through books and contemplation, 
of associating with the best minds of every age since 
the dawn of civilization. No matter how limited our in- 
dividual environment may happen to be, the educated 
mind can have as a companion Socrates, Plato, Marcus 
Aurelius, Confucius, Jesus, Moses. We can read the 
Songs of Solomon. We can gather wisdom from Prov- 
erbs. We can read and ponder upon the philosophy of 
Nietzsche. We can study Immanuel Kant. We can walk 
in the evenings meditating upon the theories of Herbert 
Spencer and the essays of Emerson. The educated man 
may suffer material disappointment. He may be forced 
to eat and sleep in a confining atmosphere, but there is 
no reason except lack of intelligence on his part why he 
cannot intellectually expand his mind and ever continue 
to expand by reading the works of the keen, investigat- 
ing, inquiring intellects of all ages. 

If you will read the writings of the great philosophers 
and the great teachers of mankind, you will find that 
their dreams and the principles they enunciated were all 
based on the practical, every-day affairs of life. They 
studied man, his intelligence, his passions, his hopes and 
his fears just as he actually exists. 

Therefore, my first warning to the young traveler is 
not to lose his way in a fog of romanticism and senti- 
mentalism. This is a common mistake of the young and 
this mistake has led to much sorrow. We of course want 
the thrill of romance in our lives. We want true senti- 
ment in our lives, but let me warn my young hearers 
against blinding their minds to the realities of life by 
reading sentimental and romantic literature that gives a 
very wrong and misleading view of real life. Life is a 
long journey. The traveler should equip himself not 
only for youth but for middle age and for old age. In 
my opinion, much of the literature of today, and espe- 
cially the movies, tends to give the youthful traveler a 
conception of life which, if taken seriously at its face 
value, will end only in disappointment and disillusion. 
The only way to escape disillusion in life is to know 
the facts of life and to base your thinking on facts and 
not on fantastic dreams. 

It is a common failing of youth to imagine that in 
some other environment they could accomplish greater 
things than amid their present surroundings. The grass 
is always greener, and there are no bad places in your 
neighbor’s lot when viewed from a distance. By all 
means, first of all, seek, if possible, to do the thing that 
you prefer. Your chances of success are always better 
when you are happy in your work, but just because you 
cannot have exactly what you want; just because you 
cannot get the job you want, is no reason why you should 
not take the first job at hand and show your intelligence 
by handling that job in an efficient and satisfactory man- 
ner. Years ago, in his famous speech to the colored peo- 
ple of this country, Booker T. Washington used the im- 
mortal expression—“Let down your buckets where you 
are.” In other words, the greatest wisdom is not to cry 
for the moon but to look around for, tackle and do well, 
the first job at hand. 

The most outstanding characteristic of the age in 
which we live is that it is an age of scientific research. 
All over the world, in industrial life, in chemistry, in 
medicine, in the treatment of disease, in the prolongation 
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of life, thousands of trained scientists are at work seek- 
ing facts. The world for ages was run upon prejudice, 
guess-work and downright misrepresentation, but this 
old world is crumbling away and we are on the threshold 
of a newer and better world—a world that will be gov- 
erned by exact knowledge. In this newer and better 
world, with the bright light of modern publicity, modern 
investigation and the remarkable speed with which infor- 
mation travels, the young man and the young woman 
will have to be surer of the foundations of their charac- 
ters than in the generations past. In the years that are 
coming, by reason of wider and more accurate knowl- 
edge, I see less hypocrisy and more sincerity. Every 
man and every woman will be known for exactly what 
they are, and a great deal of the bunk that former gen- 
erations managed to get away with will be decidedly un- 
profitable in the generations to come. The-younger gen- 
eration, with clear eyes, are sizing up the present older 
generation, but the present younger generation must not 
forget that as they grow older they, in turn, will be 
weighed and measured more accurately than the genera- 
tion that is passing away. Such being the case, you must 
prepare yourself to face life with more sincerity and to 
meet its problems fearlessly and with more courage than 
any of the generations that have passed. 

Some of you will have the privilege of going to col- 
lege from here. It has often been asked—“Is a college 
education of any value?” The best answer I have ever 
heard to that question was written by Dr. Robinson in 
his valuable book, “The Mind in the Making.” Dr. 
Robinson said—*A college education makes neither wise 
men nor fools. However, it will make a wise man wiser 
and a fool more foolish!” How true is this statement! 
Some writer has said—‘Much learning maketh a man 
mad.” What this writer actually meant was—‘Much 
learning maketh an ass more asinine!” A sane mind 
should be valued above all riches. Intelligence is one 
thing and knowledge is another, and very different, 
thing. A person can be intelligent without knowledge 
and another person can have knowledge without intelli- 
gence. The most desired combination is intelligence and 
knowledge, housed in a sound body. 

A man once imagined he was suffering from a nervous 
disorder. He went to a doctor and said—Doctor, I am 
sure I need a vacation.” ‘All right,” said the doctor. 
“Take a nice, long vacation. It may do you good.” 
After this man had left his office, the doctor turned to a 
friend and remarked—“The unfortunate part about men 
like this one going on a vacation is that they cannot leave 
themselves behind! This man is suffering, not so much 
from a nervous disorder, as from his own peculiar state 
of mind. As long as he carries that state of mind with 
him, it is. impossible to effect a cure. Now, if he could 
just take a vacation without himself, I am sure he would 
get well!” 

This leads to the thought that each one of us is con- 
demned throughout a longer or shorter life to our own 
society. You may go tu a new country. You may earn 
money. You may inherit money. You may have every 
luxury, but unless you, within yourself, carry the germs 
of an interesting personality, you will always be bored 
with life. Therefore it is of the utmost importance in 
education to develop characters that will be in harmony 
with the lives they are to lead. 

A young girl with her emotions highly stimulated by 
constant attendance at the movies had two suitors. They 
both wished to marry her. One of them came of an old 
and well-established family. He enjoyed a settled in- 
come. He was in a position to offer her a beautiful home 
and the station in society to which she was accustomed. 

(Continued on page 152) 
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Stock Up 
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For The 
Tardy Buyers- 


HE demand for wire cloth 

that is permanent and rust- 
resisting has been unusually large. 
The home-owner has become dis- 
‘gusted with the necessity of paint- 
ing and repairing screens every 
year. He realizes that a strong, 
durable bronze screen cloth will 
last practically the life of the 
building. That is just the reason 
why leading dealers everywhere 
specify “GOLDEN ROD” 
Bronze Wire Cloth. 


Foremost in long life—Foremost 
in enduring strength—Foremost 
in beauty—“GOLDEN ROD” is 
at the peak in screen cloth values. 


If your customers have a prefer- 
ence for antique finish, we recom- 


mend ORIENTAL Antique 


Bronze. 








“Pm Sure Glad 
He Sold Me Golden Rod” 


We also manufacture VULCAN 
Black Painted; APEX Electro-Zinc- 
Coated; NEPTUNE Bright Galvan- 
ized; CRESCENT Bright Copper; 
COLONIAL Antique Copper. 


Distributed by Jobbers 


if your jobber cannot supply you, write us 
and we will give you the name of one who 
will. 


JOHN M. HART COMPANY 
Manager of Sales for 


HANOVER WIRE CLOTH CO. 


General Sales Office: Factory: 
Old Colony Building, Hanover, Pa. 
Chicago, Il. 
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EVERYBODY’S BUSINESS 


By Floyd W. Parsons 


Guessing the Future 


mon sport of the day. Glibly we are told of out- 

comes that are said to be inevitable. But when we 
analyze most of these flights of imagination, we find 
that the self-appointed prophets in drawing a picture of 
the future have merely multiplied and enlarged the latest 
things of our own age. Very little is presented that is 
new for the reason that the human mind finds it difficult 
to depart from the 
beaten road we are 
now traveling. 

If we are using 
small airplanes, those 
of tomorrow are to be 
monsters in size. If 
our buildings are so 
high, those of the new 
age will be twice as 
tall. People through- 
out the earth are to 
see and talk to one an- 
other instantly, if they 
so desire, with dis- 
tance and space prac- 
tically eliminated. 
The atom is to give us 
power and _ wireless 
waves are to transmit 
it. On and on goes 
the story until the 
writer has exhausted 
every possibility in the 
development and use of all the marvels about us. These 
are the folks that appear to believe that everything new 
will supplant everything old. 

Then there is the other school of thought which ad- 
heres to the idea that civilization in the future as in the 
past will continue under the influence of the forces of 
action and reaction—progress and retrogression. We are 
warned of the probability that a backward swing of the 
pendulum will restore long skirts, long hair, hand labor 
and foods that never passed through a cannery. 

One may well question the soundness of either view- 
point. The advance of civilization has not been straight 
ahead, but over a road that has twisted and turned in 
all directions. It will be even more winding in the 
future and no living person can see around the curves. 
Our recent progress has come as a result of dire neces- 
sity caused chiefly by a rapid growth of population. 
We have constructed higher buildings; established one- 
way streets for traffic; developed immense systems of 
sewage and sanitation; provided extensive facilities for 
the speedy distribution of heat, power and light; accus- 
tomed ourselves to subsisting largely on canned foods; 
and enacted laws to prevent the pollution of air and 
water, all because such changes were demanded by new 


| protewnnane ike tomorrow has come to be the com- 





living conditions and the resultant standards. 

It is folly to assume that there will ever come any 
kind of reaction that will cause us to retreat down the 
same road over which we have traveled. The old order 
is dead beyond recovery. There can be no “back to 
nature” movement on any large scale. Nature will have 
to be brought to us by those who have perfected ways 
and means to provide artificial sunlight, properly condi- 
tioned indoor air, and 
all the other health es- 
sentials that new cus- 
toms and methods 
have taken away from 
dwellers in congested 
cities. 

Each succeeding day 
discloses more clearly 
the multitude of limi- 
tations that surround 
our conception of the 
future. On every 
hand are hundreds of 
things which not even 
science can explain. 
We know that due to 
the laws of gravita- 
tion a liquid runs 
downhill. But no one 
can satisfactorily tell 
us why the coffee in 
our cups runs uphill 
Courtesy John Wanamaker when we touch a lump 
loaf sugar to the surface of the liquid. Pages of dis- 
cussion about capillary attraction still leave us in the 
dark. 

Not everything can be reduced to a mere matter of 
chemical analysis or mathematical solution. Things like 
the business cycle that are caused chiefly by the action 
of human nature still remain riddles. We have found it 
possible to provide our leaders of industry with facts and 
figures which reduce buying and selling to a science, 
thereby lessening the dangers of overinflation, but no 
one is able to suggest a practical remedy for the ever- 
present urge within us to take a chance. On every golf 
course one will find some of the oldest and most experi- 
enced players trying to get distance out of the rough 
with a brassie instead of playing safe with the club in- 
tended for the job. 

In many ways we are more clever than our ances- 
tors, but nothing has been devised to take the place of 
human instincts in business and social affairs. No one 
has revealed any satisfactory substitute for our ancient 
methods of judgment, trial and error in selecting a wife, 
a business partner or a political party. We are more con- 
scious than ever before of our shortcomings, and as a 

(Continued on page 140) 
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‘Wind cant blow 
these doors shut / 


They slide inside the garage where they 


are forever free from the elements 


Ho” many times last winter did the garage door blow 
shut just when you were ready to drive in? Think of 
having garage doors that can’t blow shut; doors that won't 
stick, sag, swell, or shrink. Garage doors that work as easily 
as the front door of your home. Slidetite garage doors do. 


Slidetite equipped doors have all the hardware inside the 
garage where it will work better and last longer. By slid- 
ing the doors inside you have an unobstructed, full width 
opening. Slidetite is the most practical equipment for gar- 
ages with 2 to 10 doors, providing openings up to 30 feet. 
The dangerous center posts are done away with. 

































































Slidaside doors (above) are most practical 
when the garage is not deep enough to fold 
the doors inside. They slide around the cor- 
ner... inside. 





New Youn: - - AURORA, ILLINOIS, U.S.A. . - - chicago 


Boston Philadelphia Cleveland Ci lis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Los Angeles San Francisco Omaha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 





Slidetite equipped doors (below) 
slide and fold inside . . . away from 
ice and snow ... free from the wind. 
In addition, they save 
the expense of an ex- 4 
tra entrance. 
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Mexican Seeks Connection— 
Writes to Hardware Boosters 


Enrique Campos, Ap. Postal 101, Puebla, 
Pue., Mexico, a hardware salesman, re- 
cently wrote the secretary of the New 
York Hardware Boosters as follows: 

“Having been informed that you are the 
manager of the Hardware Boosters, I take 
the liberty of addressing you this letter, 
offering my services as traveling salesman 
for a hardware line in any of the South 
American countries, Spain or Italy. 

“I have an ample experience in the hard 
ware line and I have been a traveling 
salesman several times, always with good 
results. 
from several houses, among them one in 
your own country, for which I worked 
four years as agent in Mexico.” 

The Hardware Boosters are quite proud 
of this letter, which gives them an inter- 
national recognition. 


Tenk Hardware Co. Holds Semi- 
Annual Conference 

The Tenk Hardware Co. of Quincy, IIL, 
held recently its semi-annual conference 
of the :alesmen in its auto supply and 
radio departments. 

Round table discussions of trade plans, 
addresses by factory representatives and 
N. G. Getty’s account of recent radio con- 
ventions he had attended, were features of 
the meeting. 


William H. Waterman Returns 
to Belcher & Loomis Hdwe. Co. 


Harry B. Read, president Belcher & 
Loomis Hardware Co., Providence, R. L., 
announces that William H. Waterman has 
returned from California and has resumed 
the management of the company’s builders’ 
hardware department. Mr. Waterman is 
one of the best known and posted build- 
ers’ hardware men in New England. 


William H. Vick Dies 


William Henry Vick, vice-president of 
the Oklahoma City Hardware Co., Okla- 
homa City, Okla., died on Thursday, June 
9, 1927. 


Dayton, Ohio, Hardware Jobbers 
Seek Manufacturers’ Prices 


The Miami Valley Hardware & Supply 
Co., Inc., was incorporated recently as 
wholesalers and jobbers, with a capital 
stock of $50,000. They are now located 
at 41 West Third Street, Dayton, Ohio. 

Standard lines of hardware and kindred 
commodities will be carried in stock. 

The incorporators are: Joseph J. Schad 
of the Jos. J. Schad Hardware, Dayton, 
Ohio; Alfred H. Cade of the Cade Hard- 
ware Co., Miamisburg, Ohio; Fred F. 


Foster, formerly department manager of 
the Milwaukee Corrugating Co., Milwau- 


I have letters of recommendation | 
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kee, Wis., and stockholders in the W. E. 
Lammeck Co. of Columbus, Ohio. 

They announce that they are now ready 
to receive prices on the above mentioned 
lines from manufacturers. 


National Council Convention 
July 28—President Sears 
Reelection Likely 


The National Council of Traveling Sales- 


men’s Associations will hold a one day con- | 
vention Thursday, July 28, at the Hotel | 
Pennsylvania, New York City. The nomi- | 


nating committee met recently and decided 





N. Sears 


Seymour 


in favor of reelecting Seymour Sears as 
president for another term. Mr. Sears is 
vice-president of the Tucker Co., first chief 


| Boosters of the Hardware Boosters (N. Y.) 


and very weil known in the hardware in- 
dustry. 


Pratt & Lambert Enlarges Its 
Lacquer Plant 


Work is progressing rapidly on the new 
addition to the lacquer plant of Pratt & 
Lambert, Inc., 1445 West Awenue, Buffalo, 
N. Y., makers of varnish, enamel and lac- 
quers. The new four-story — building 
is of brick, steel and concrete and will be 
protected by the most approved fire-fight- 
ing devices. This new unit consists of a 
main building, a one-story boiler house 
and shipping room. 

With these additions the total floor space 
of the lacquer plant will be three times the 
former area and will make possible an out- 
put three or four times greater than the 
present capacity. 


Fire Ruins Sharber & White’s 
Store in North Carolina 


Fire of unknown origin almost com- 
pletely destroyed the two-story brick build- 
ing of the Sharber & White Hardware Co. 
at Elizabeth City, N. C. Damage is esti- 
mated between $40,000 and $50,000. An 
entire business block in the heart of the 
city was threatened for a time and the 
flames raged for more than two hours 
before brought under control. 
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Diogenes Search Is Ended 
Berger Finds Honest Man 


Fourteen years ago Masback Hardware 
Co., New York City, hardware jobbers, 
charged off a loss of $45 on an unpaid ac- 
count of a Brooklyn hardware merchant. 
last week Dave Berger, credit manager for 
the firm, received a call from this merchant, 
who brought with him $22.50 to pay off 
| half of the old account. The remainder he 
| will pay next year. Dave’s confidence in 
human nature has gone up several points, 
which puts it way above par. 





| 


’ 


| 

| L. G. McDonald Now With 
| Reynolds Wire Co., Dixon, Ill. 
| 

| 





The many friends of L. G. McDonald, 
formerly of the American Wire Fabrics 
| Corp., Chicago, Ill, will be interested to 


| know that he is now sales manager of the 
| Reynolds Wire Co., of Dixon, Ill. 





American Elec. Switch Corp. 
Organizes in Minerva, Ohio 


The American Electric Switch Corp 
has been organized in Minerva, Ohio. This 
company will manufacture a large and va- 
ried line of safety switches, fuse. panels, 
panel boards, switch boards and distribu- 
tion panel boards for use in hotels, apart- 
ment houses, industrial plants, homes and 
theaters. All parts and mechanisms as 
well as the boxes will be manufactured at 
their factories in Minerva, Ohio. 

J. C. Lewis is president; Arthur Koch, 
treasurer, and E. F. Rinoehl, secretary. 





Reynolds Spring Sales Reach 
$6,500,000 a Year 


With the recent booking of large addi- 
tional orders for its cushion springs, bake- 
lite and reynolite molding of electrical 
equipment, hydraulic presses and up- 
holstery, sales of the Reynolds Spring Co. 
of Jackson, Mich., in all its departments, 
are now running at the rate of $6,500,009 
a year. 





S. W. Cornell of Brooklyn, N. Y., 
Leases Entire New Building 


Stephen H. Cornell, owner of the S. W 
Cornell hardware establishment at 121- 
125 Court Street, Brooklyn, N. Y., has 
leased a new building to be erected at 
469-475 Atlantic Avenue, Brooklyn, N. Y. 
The plot is fifty-four feet front and ninety 
feet deep. The lease is for a period of 
years, the lessee having option to purchase 
the property under specified conditions. 

The building will be three stories and 
basement, 54 feet by 81 feet of brick and 
steel construction. The store will have a 


fifteen foot ceiling with mezzanine for 
offices. 
The S. W. Cornell hardware business 


was founded in 1853 and has been on Court 
Street since that time. The late Samuel 
W. Cornell became the owner in 1872 and 
it has remained in the family ever since. 
The present Cornell store at 121-125 Court 
Street, where it has been for forty-eight 
years, is a mercantile landmark. 
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A successful Ohio Hardware Dealer has doubled his Rope business, because the trade 
is demanding 






Columbian pire Manila Rope 


“The Guaranteed Rope” 


aS 


The red, white and blue Tape-Marker which runs in one strand throughout the entire 
length of the Rope, and carries the printed Columbian Guarantee, is the greatest feature 
known for building Rope sales. This feature alone makes Columbian the easiest Rope on 
the market to sell. 
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Any dealer may appreciably increase his Rope business by ordering a stock of Guar- 
anteed Columbian Tape-Marked Pure Manila Rope. If your jobber doesn’t handle it, 
write direct to us. : 
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Columbian Rope Company 


352-80 Genesee Street 
Auburn, “The Cordage City,” N.Y. 






New Orleans 


— 





Branches: New York Chicago Boston 
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Q. Q. M. Club of the Supplee-Biddle Hardware Co., Philadelphia, Pa. on their annual outing, June 18, at the Knights of 
Columbus Country Club, Edington, Pa. reported in last week’s HARDWARE AGE. 


Standard Electric Stove Co. Ap- 
points C. J. Henry in Michigan 


The Standard Electric Stove Co., 
Toledo, Ohio, announces that beginning 
July 1, Clarence J. Henry, whose office is 
at 400 Penobscot Building, Detroit, Mich., 
will assume the duties of district repre- 
sentative in Michigan. 

Mr. Henry has been identified with the 
electrical trade since 1907; formerly with 
the Indianapolis Light & Heat Co. and 
more recently covering the same territory 
for manufacturers. 


Cleveland Outing July 27 
at Regnatz, Warren Road 


The annual picnic and dinner of the 
Cleveland Retail Hardware Association 
will be held at the Regnatz dining hall, 
Warren Road, July 27. The association 
held a very enjoyable outing at that place 
last year and decided on the same location 
for its 1927 annual festivities. 


Westinghouse Agent Jobbers 
Association Elects Officers 


New officers of the Westinghouse Agent 
Jobbers Association are: Walter William- 
son, vice-president and general manager of 
the Alpha Electric Co., Inc., New York, 
president; J. S. Tritle, general manager, 
merchandising department, Westinghouse 
Electric & Mfg. Co., Mansfield, Ohio, vice- 
president; W. I. Bickford, secretary and 
treasurer, the Iron City Electric Co., Pitts- 
burgh, secretary; H. T. Pritchard, mer- 
chandising department Westinghouse Elec- 
tric & Mfg. Co., Mansfield, Ohio, assistant 
secretary-treasurer; J. J. Jackson, general 
attorney Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa., counsel. 

The executive committee includes: J. C. 
Schmidtbauer, vice-president, Julius 
Andrae & Sons, Milwaukee; B. E. Finu- 
cane, general manager the Rochester Elec- 
tric Supply Co., Rochester, N. Y.; George 
Baily, assistant to general manager, West- 
inghouse Electric & Mfg. Co., Mansfield, 
Ohio; T. J. Pace, director of sales, West- 
inghouse Electric & Mfg. Co., East Pitts- 
burgh, Pa.; Karr Parker, treasurer, Mc- 
Carthy Brothers & Ford, Buffalo; C. E. 
Stephens, Northeastern sales manager, 
Westinghouse Electric & Mfg. Co., New 
York; A. E. Allen, vice-president, West- 
inghouse Lamp Co.; Samuel A. Chase, 





special representative merchandising de- 
partment, Westinghouse company. J. S. 
Tritle and Walter Williamson are ex- 
officio members of this committee. 


E. M. Cope Co. Celebrates 
Cooperative Club Elects 


Twenty-eight years in Redlands, Cal., 
was recently celebrated by the E. M. Cope 
Commercial Co., 11-19 East Citrus Avenue, 
Redlands, Cal. This company was estab- 
lished in 1899 and has grown and pros- 
pered during each successive year. 

The first semi-annual meeting of the 
Cope Co-operative Club, the members of 
which are all employees of the company, 
was held several weeks ago in the Cope 
store. This new organization has, during 
this last term, fulfilled a mission in pro- 
viding educational entertainment and ad- 
dresses by some very able and competent 
speakers and is providing a great benefit 
to its members. The officers elected for 
the ensuing term are: Frederick Johnson, 
president; I. M. Hough, vice-president; 
Fred Casson, secretary, and Luther 
Holden, treasurer. 


Nutmegger E. C. Sullivan Joins 
The Hotchkiss Co. 
E. C. Sullivan, secretary and treasurer 


of The Nutmeggers, has left Rackliffe 
Bros. Co. of New Britain, Conn., and is 





E. C. Sullivan 


now an outside mill supply salesman for 
the Hotchkiss Co. of Waterbury, Conn. 





R. M. Sarles Killed in Auto Crash 
at Guilford, Conn. 


Raymond M. Sarles, a member of The 
Nutmeggers and a_ salesman for the 
Bronson-Townsend Co. of New Haven, 
Conn., was killed almost instantly when 
his automobile collided with another ma- 
chine a few weeks ago. The accident oc- 
curred in Guilford, Conn. 

Mr. Sarles received a fractured skull 
and a broken neck. None of the other 
occupants of either car were hurt. 

Mr. Sarles was returning to New Haven 
from a business trip. 





Remington Arms Promotes 
Veteran Employees 


Remington Arms Co., Inc., of 25 Broad- 
way, New York City has announced the 
promotion of several of its men who have 
been with the company many years. A. L. 
Lowe who has been superintendent of the 
plant at Ilion, N. Y., for many years, has 
been elevated to the position of works 
manager, succeeding J. E. Brennan, now 
vice-president in charge of operations. 
W. H. Steere succeeds Mr. Lowe as 
superintendent of manufacture and C. B. 
Dygert has been promoted to the post of 
equipment engineer. 

In the Remington cash register division 
W. L. Tobias has been named a works 
manager, W. H. Fryer, superintendent of 
manufacture and Paul Chase, chief in- 
spector. 


“X” Me Another Booklet Issued 
by “X” Laboratories 


“ *X’ Me Another” is the title of a book- 
let of questions just published by “X” 
Laboratories, 25 West Forty-fifth Street, 
New York City. 

All the questions are based on facts con- 
cerning the Automotive Equipment Asso- 
ciation, its members, and the automotive 
business in general. 

First copies of the booklet were dis- 
tributed on the special trains carrying dele- 
gates to the A. E. A. Convention at Port- 
land, Ore., June 27 to July 2. Every dele- 
gate at the convention received a copy. 

Prizes will be awarded for the highest 
percentages of correct answers. 














Chr 


Le WORLD’S LARGEST BUILDER OF GEAR-SHIFT TRUCKS 
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Low Prices! 
1-Ton Truck $ 

with take BodyOSO 
1 Ton Truck 

with Panel Body 75 5 
1-Ton Truck 

Chassis with capbO10 


1-Ton Truck 49 5 


Chassis 


14-Ton Truck 
/ heck 395 


All prices f.o.b. Flint, Mich. 


Check Chevrolet 
Delivered Prices 
They include the lowest 


handling and financing 
charges available. 


HARDWARE AGE 


for Economical Transportation 


=) 


METATO CAT 


of Load and Road 


Powered by the famous Chevrolet valve-in- 
head motor and offering advanced, modern 
design in every unit—Chevrolet provides the 
most iwnndbsltle performance available any- 
where in a low-priced truck. Combined with 
this outstanding performance is day-after-day 
dependability that results in extremely low 
maintenance and operating costs. Let the nearest 
Chevrolet dealer give you a trial load demon- 
stration—under your own business conditions. 
Learn for yourself the marvelous power and 
smoothness of the Chevrolet motor. 


See the host of recent Chevrolet improve- 
ments. Have him show you the wonderful 
economy records made by Chevrolet Trucks. 
Read the endorsements of enthusiastic users 
in every line of business. 


Then you will know why Chevrolet is 
now the world’s largest builder of gear- 
shift trucks— with hundreds of new 
truck buyers turning to Chevrolet each day! 


CHEVROLET MOTOR COMPANY, FLINT, MICHIGAN 


Division of General Motors Corporation 
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Outstanding Performance 
under every Condition 
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June Business Showed Increase 
Over Same Month Last Year 
; Hardware Jobbers Report 


majority of wholesale hardware firms enjoyed a very substan- 


R ossiort from leading hardware market centers indicate that the 


tial trade during the month of June. 


Early reports indicate the 


average improvement above the volume for June, 1926, was approxi- 
mately 10 per cent, say these reports. 
The demand throughout June and at the present time is not centered 


on any particular department. 


The call is for full lines, and while 


individual orders are not as heavy as they might be, the assortments 


are very satisfactory. 


Prices generally are very firm, with a few minor adjustments noted 


in some markets. 


Collections show some improvement. 





Sereen Door Hinges Lower 
in Boston Market 


A slight reduction in jobbing prices 
on certain styles of screen door hinges 
is the most important change in values 
reported in the Boston hardware mar- 
ket the past week. Most of the jobbing 
houses are adding a great many new 
lines of merchandise, and that fact is 
attracting much more attention than 
the minor important price changes re- 
ported occasionally by the manufac- 
turers. 





Northwest Expects Active 
Season; Crop Outlook Is 
Good 


Primary conditions show but little 
change in the Northwest tributary to 
the Twin Cities. Still there is too much 
rain, and too little sun, for corn. Other 
crops are doing very well. Pastures 
and hay are in wonderful condition. 
Stock is in prime condition. 

With the one exception of corn, 
everything points to a really prosper- 
ous season for the communities in this 
section of the country. 

Prices are firm, with collections 
showing a slight improvement. 





Building Permits Show De- 
cline During Month of May 


Building has been decreasing, both as 
compared with the earlier months of this 
year and with 1926, according to Brad- 
street’s. Building permits issued during 
May at 156 leading cities amounted 
in value to $281,491,142, a decrease of 
9.3 per cent from April and of 8 per 
cent from May last year. New York 
City permits issued in May totaled 
$71,151,946, or 20.2 per cent less than 








in April, and 8.1 per cent less than in 
May, 1926. During the first five months 
of this year expenditures permitted for 
amounted to $1,407,002,572, a decrease 
of 7.7 per cent from the corresponding 
period of 1926. Contracts awarded in 
the thirty-seven States east of the 
Rocky Mountains during May aggre- 
gated $552,348,500, or 9 per cent less 
than the total in May, 1926, according- 
ing to the F. W. Dodge Corporation. 
Awards in the first five months of the 
year totaled $2,555,515,300, or a de- 
crease of 1 per cent under the same 
months of 1926. 


Wooster Brush Co. Lowers 


Paint Brush Prices 


Despite many rumors predicting an 
advance on paint brusH prices to prevail 
during the summer months, The Woos- 
ter Brush Co., Wooster, Ohio, announces 
new prices July 5, which are slightly 
lower than former prices. 

In connection with this new price, 
The Wooster Brush Co. states: 

“It is a well known fact that the 
Chinese revolution has been capitalized 
in some instances as a means of obtain- 
ing business in anticipation of an ad- 
vance in price. Although the Chinese 
situation has affected the bristle 
market somewhat, its influence has 
been exaggerated by some. 

“In view of the rather radical price 
changes on paint brushes which have 
been common during the past few 
years, it is believed that the new prices 
of The Wooster Brush Co. will be wel- 
comed by the trade as a stabilizing 
influence. Advantageous purchases of 
Chinese bristles through direct connec- 
tions, combined with production econo- 
mies effected by greatly increased vol- 
ume, are given as the chief reasons 
which enable The Wooster Brush Co. to 
issue such prices for the new season.” 
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Car Loadings Continue Large; 
Security Markets Active 


Car loadings and bank clearings con- 
tinue large, and the security markets 
active and buoyant. Net earnings of 
the leading corporations in the first 
quarter of this year increased slightly 
over the corresponding months of 1926, 
a period of unusually large profits, says 
a recent review by the American Ex- 
change Irving Trust Co. 

Short time interest rates remain 
fairly firm, despite such easing factors 
as some recession in business activity; 
net gold imports of over $32,700,000 
in May, making a net excess of imports 
of about $120,000,000 since the begin- 
ning of the year, and sizable net pur- 
chases of United States Government 
obligations by the Federal Reserve 
banks. Federal reserve bank credit 
since January has fluctuated around 
the billion-dollar mark, which is con- 
siderably below the level of a year 
ago. On the other hand, both loans 
and investments of the reporting mem- 
ber banks have increased greatly dur- 
ing the last four months. Loans se- 
cured by stocks and bonds have shown 
the largest increase, and loans to 
brokers and dealers in securities, which 
roughly make up about half the total 
of loans against stocks and bonds of 
the reporting banks, have been expand- 
ing and are now near their peak. There 
has been a marked increase, also, in 
investments. The item of “all other 
loans” has had the smallest increase 
during the past four months. 

In Europe conditions generally are 
becoming more stabilized. British trade 
has expanded and is now more active 
than before the coal strike of last year. 
Steps to strengthen the French Treas- 
ury continue, and a deflation of French 
currency to the extent of ten billion 
francs will begin in a few weeks. Sat- 
isfactory conditions in German indus- 
try continue despite the recent stock 
exchange collapse. Many lines of busi- 
ness in Japan are depressed, the cotton 
industry in particular being affected by 
poor local demand and _ unfavorable 
conditions in China. 


Wholesale trade last month was 
somewhat below the level of a year ago, 
while retail sales barely equaled those 
of last year and showed declines as 
compared with the previous month, 
when Easter buying stimulated activ- 
ity. As usual, chain stores made the 
best showing of the retail group, sales 
in May registering a gain of 7.5 per 
cent over a year ago, and for the first 
five months of the year an increase of 
14 per cent over the similar period in 
1926. Part of this gain was due to 
the growth in number of chain stores. 


Meading matter continued on page 124 
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PRIEST’S CLIPPERS 
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CONTINUAL SALES 


Bobbed hair has ceased to be a fad—IT IS 
NOW A CUSTOM that will put profits into 


your pocket. Hair clippers are more in de- 


mand than ever before, and popular priced 
clippers lead in sales. 


PRIEST’S CLIPPERS are popular priced 
for continual sales. They are light, keen, and 
attractive. Expert, Comfort, and La Mode 


styles have IVORY HANDLES that con- 


trast with their highly polished bodies and 
appeal to every woman. 


Remember Priest quality and Priest service 
are back of every clipper! 
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AMERICAN SHEARER MEG. CO. 


NASHUA, N. H. 
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New York Jobbers Report 
June Volume Shows Increase— 
Collections Good—Prices Firm 


NEW YorRK, July 5.—Local hardware jobbers all agree that June, 
1927, was a very satisfactory business month, with volume to June 
30 at least 10 per cent more than during June, 1926. Current demands 
are very steady, but not for any particular group of merchandise. Indi- 


vidual orders are only fair, but call for good assortments. 


Prices are 


firm throughout this section, with the exception of stove bolts and ma- 
chine screws, which declined 5 per cent last week. 

Collections continue to improve in this section and the outlook for 
summer trade is considered encouraging. The more seasonal weather 
during the past month had a great deal to do with the better business 


of June. 
lines. 


Continued warm weather should help the sale of seasonal 





Steel Butt Prices Continue 
Firm in N. Y. Market 


Prices on steel butts continue firm in 
the New York market, with a moderate 
demand reported. Local wholesale 
stocks are ample. Prices to dealers on 
8% by 3%, 21 cents per pair, and in 
case lots 17 cents per pair. 


Sash Cord Demand Steady; 
Local Stocks Satisfactory 


A steady demand continues for sash 
cord in the metropolitan hardware mar- 
ket. As announced last week, prices on 
some grades and brands were advanced. 
Prices shown here are representative 
of current offerings. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK: 

Sash cord, Samson spot No. 8, 70c. 


to 72c.; Aetna No. 8, 27c., and Phoe- 
nix No. 8, 35c. to 36c. 
No. 7 is lec. higher and No, 6 is 3c. 


higher on all brands. 


Steady Demand Is Reported 
for Ice Cream Freezers 


New York jobbers report a steady 
though not very heavy demand for ice- 
cream freezers. Prices have been firm 
and are not expected to change. Local 
wholesale stocks are considered satis- 
factory. 


JOBBERS QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Alaska Freezers.—1 qt., $2.95 each; 
: at., $3.45 each; 3 qt., $4.10 each; 

‘<<: $5 each; 6 qt., $6.30 each; 8 qt., 
$8.20 each; 10 qt., $10.75 each; 12 qt., 
$14 each; 15 at., $17 each, and 20 at., 
$21.50 each, These are list prices 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

Ice Cream Freezers, White Moun- 
tain, 2 qt., $5.65; 4 qt., $8.25; 6 qt., 
$10.45, and 8 qt., $13.50 each. These 
are list prices and are subject to 
dealers’ discount of 50 per cent. 


Auto Vacuum Freezers, No. 1, $3.33; 
No. 2, $4.00; No. 3, $5.33, and No. 4, 
$6.67 each. These are net prices. 

—? ae S858: : = $4.00; 2 qt., 
p+ ld $5.55; $6.80; 6 qt., 
8.60 ; “Ss $11. 10: 0 qt., $14.80; 
12 qt., $16. 65, and 15 qt., $23.30 each. 





These are list prices subject to deal- 
ers’ discount of 50 per cent, 

Acme Freezers, No. 1, 2 qt., rogith- 
galvanized, tapered, $8.00 per dozen; 
No. 2, 2 qt., enameled, galvanized, 
tapered, $10.00 per dozen; No. 3, 4 qat., 
enameled, $18.00 per dozen, and No. 
4, pint size, Junior enameled, $4.80 
per dozen. These are net prices. 

Everybody’s Freezers, No, 01, pt., 
$4.00: No. 1, 1 qt., $5.50; No. 2, 2 aqt., 
$7.00; No. 3, 3 at. $8.00, and No. 4, 
4 qt., $9.00. Ali gray enameled. 
These are list prices subject to deal- 
ers’ discount of 33% per cent. 


Stove Bolts Decline 5 Per 
Cent; Machine Screws the 
Same 


New York hardware jobbers an- 
nounce a decline of 5 per cent on stove 
bolts and machine screws. 


Batteries Continue Active; 


N. Y. Prices Very Firm 


At firm prices dry cell batteries con- 
tinue very active in the New York 
wholesale hardware market. Radio bat- 
teries are particularly active and in 
towns along the water fronts ignition 
batteries for marine engines are hav- 
ing a good call. Local stocks are sat- 
isfactory. 


CURRENT PRICES TO RETAIL- 
ERS, F.0O.B. NEW YORK, ARE: 


Dry cells, No. 6, ignition type, 
ok gh No. 7111, same type, 35%%c. 
eac 


B batteries, No. 767, $2.62 each; in 
units of 5, $2.44 each; No. 772 (ver- 
tical type), $2.62 each; in units of 5, 
2.44 each; heavy duty vertical type, 

Jo. 770, $3.40 each; in units of 5 
$3.17 each. Layerbilt, No. 486, $3. 59 
each, units of five, $3.33 each. 


Jobbers Report Reduction on 
Eveready Assortment No. 18 


Effective July 1, New York hard- 
ware jobbers report a decline of ap- 
proximately 25 per cent on Eveready 
flashlight assortment No. 18. The new 
price to dealers is $8.82 and the former 
price was $11.30. 
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Buying Is Fairly Active for 
Garden Equipment 


Garden equipment and other spring 
lines have been very active during the 
past week. June totals according to 
early reports were very satisfactory. 
Local stocks are adequate and prices 
remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Garden Hoes 


Black Finish 7 in. steel blade, solid 
shank, 4% ft. ash handle, 49c. each. 
Same with 6 in. blade bronze finish, 
80%%c. each; and with 7 in. blade, 
bronze finish, 8144c, each. 

Ladies’ garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63c. each. 

Meadow hoes, forged steel blade, 19 
gage, polished and bronzed socket 
shank, 4% ft. handle, 91%c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed solid shank, 
4% ft. handle (ash), 7 in. blade, 80c. 
each. 

Onion hoe, square top, polished 
forged steel blade, 7 x 1% in., bronze 


finish, 4% ft. handle, 80c. to 88c. 
each. 

Garden hoes are packed 12 in a 
bundle. 


to $1.13 


Warren type hoes, 95c. 
each. 


each. Scuffle type hoes, 89c. 
Hay Forks 


Strapped ferrules, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines with 5 ft. bent 
handle, $1.13% each, and with 6 ft. 
bent handle, $1.37 each. 

Hay forks are packed 
bundle. 

Five per cent discount off all prices 
on spring goods in bundle lots. 


12 in a 


Sprinklers 
Sprinklers, Anaconda, $1.05 each; 
Zenith, 85c. each; Ring, 56c. each; 


Rainking, $2.33 each; Giant Rainking, 
$8.33; and Rainbow, $1.35 each. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handle, 4-12 
in. tines, bronze finish, $1.53% each. 
Same, 5-12% in. tines, $1.861%4 each. 

Strapped ferrules, steel capper 
drop forged oval tines, polished and 
bronzed with 4 ft. ash handles, 4-12 
in, tines, $1.34 each. Same with 5-13 
in. tines, $1.52 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dies, with 4 oval 15 in. heavy tines, 
$2.20 each. All of these manure forks 
are packed 6 in a bundle. 


Garden Hose, Etc. 


Molded, 1 ply, 50-ft. lengths, 1014c. 
per ft.; same, 2 ply, 10%c. per ft.; 
molded smooth, 2 ply, 10%c. per ft., 
and wrapped, 5 ply, 94%4c. per ft. In 
25-ft. lengths each grade is ‘Yc. 
higher per foot. 


Hose couplings. Sherman brass, 


$1.30 per dozen; perfect, $2.00 per 
dozen. 
Hose menders, Cooper, 75c. per 


dozen; perfect clinch, 75c. per dozen. 


Scythes 
Grass scythes, $19.25 per dozen. 
Bush scythes, $15.00 to $17.20 per 


dozen; Weed scythes, $15.00 to $17.20 
per dozen; English riveted back, $21 
per dozen; hay knives, $16.50 per 
dozen. 

Scythe snaths, grass, $15.20 per 
dozen, and bush, $17.25 per dozen. 


Hose Nozzles 


$12 per dozen; Diamond, 
$6.70 per dozen; 


Rainking, 
$4.10 per dozen; Gem, 
Peoria, 35c. each, 


Potato Hooks 


Solid steel, goose neck, black and 
gold finish, 4% ft. handle, 5 round 
tines, $1.01 each, Same, with bent 
head, polished and bronze finish, 4 
angular back tines, 94%c. each. 

These are packed 12 in a bundle. 
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HARDWARE AGE 


“The Year after Year Record of 
Advertising Leadership” 


During 1926— 


685 manufacturers used 4202 advertis- 
ing pages in Hardware Age. 


This exceeds by several hundred pages 
the combined advertising volume of all other 
national hardware papers. 


355 manufacturers used Hardware Age 
exclusively, which is five times the number 
using the next ranking hardware ‘paper ex- 
clusively. 





HARDWARE AGE 


239 West 39th Street 
New York, N Y. 
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Cincinnati Reports Improvement in 


Trade—Prices Steady and Firm 


CINCINNATI, July 5.—Despite 


(Cincinnati office of HARDWARE AGE) 
the cool weather which prevailed 


almost continuously throughout June the past month proved to be 
one of the best this year from the standpoint of jobbers’ sales and 


of retail trade. 
May gave the necessary stimulus 


The improvement in activities as compared with 


to keep total bookings for the first 


half of 1927 slightly ahead of those in the corresponding period last 


year. 


Hot weather merchandise has been slow in moving from jobbers’ 
warehouses, because of the abnormally low temperatures which 


have persisted locally. 


It is believed, however, that the first touch 


of torrid heat wave will loose the bonds which have shackled this 


branch of the business. 
this time of the year. 
The price situation in general 


Staple goods are in the usual demand for 


is showing strength. There has 


been a slight decline in turpentine and linseed oil, while screws are 
rather weak. Otherwise quotations are steady and are not ex- 
pected to change in the immediate future. 

Activities in builders’ hardware have been well sustained, total 
sales being ahead of those in 1926. Prospects ahead, however, are 
for a market during July and August. 

Retail trade has been in fairly good volume, the last two weeks 
in particular bringing out improved business. 





AUTOMOBILE ACCESSORIES.—The 
market has a better tone, sales in the 
past two weeks having been of liberal 
volume. While the cool weather has 
interfered somewhat with business, 
local jobbers are well satisfied with the 
trend of activities. 


AUTOMOBILE ACCESSORIES.— 
Tires and Tubes: 
We quote from Cincinnati jobbers’ 


stocks: 

Tires 30x 3% 29 x 4.40 
Cheap grade ......... $6.10 vos a 
Medium grade ........ 6.75 $7.55 
ED -Siscesccwee 8.75 9.65 

Tubes: 

Cheap grade ......... 1.05 1.40 
Medium grade ........ 1.25 een 
Eee 1.45 1.85 

Luggage Carriers.—Light weight, 
65ce. each; 60c. in lots of 10; heavy 
weight, 80c. each; 75c. in lots of 10. 

High Lustre Automobile Polish.— 
%4-pt. size, $4 per doz.; 1-pt. size, 
$8 per doz.; 1-qt. size, $12 per doz. 


Ford Replacement Springs.—7-leaf 
front spring, $1.25 each; 8-leaf front 
spring, $1.45 each; 9-leaf front spring, 
$1.95 each; 9-leaf rear spring, $4.55 
each; 10-leaf rear spring, $4.90 each. 

BUILDERS’ HARDWARE.—W hile 
there has been a slight falling off in 
activities since June 1, the excellent 
weather recently has served as a 
stimulus to sustain construction work 
at a high point. Those companies 
specializing on sizable contract work, 
such as schools, apartment houses and 
other large structures, report business 
below last year’s level. Prices are un- 
disturbed. 

We quote from Cincinnati jobbers’ 
stocks: 

Sash Weights.—Sash Weights, $1.75. 


Inside Sets.—Square bevel inside 
sets in case lots, $5.75 per doz. 


|BOLTS AND NUTS.—No substantial 
change has occurred in this commodity, 
which is firm at prevailing quotations. 
Dealers are taking a fair volume of 
material. 

We quote from Cincinnati jobbers’ 
stocks: 

Cut-thread carriage and machine 
bolts, 60 per cent off list; rolled- 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove bolts, 

80 per cent off list; square, hexagon 
and tap nuts, 60 per cent off list. 


CAMP STOVES.—The cold weather 
has been of benefit to this product, 
which has been in considerable demand. 
Most jobbers state that sales are ahead 
of those in 1926. 


We quote from Cincinnati jobbers’ 
stocks: 

Coleman No. 2, $8.50 each; Coleman 
No. 9, $6.25 each. 


CROQUET SETS.—There has been a 
fairly good call for this item. Prices 
are firm and retailers are carrying 
ample stocks to meet current needs. 


We quote from Cincinnati jobbers’ 
stocks: No. 5, four-ball set, $1.50; No. 
10, six-ball set, $1.85; No. A, eight- 
ball set, $2.15; No. 3, eight-ball set, 
$4.20; No. 1, eight-ball set, $3.15. 


DENATURED ALCOHOL.—Jobbers 
have made a slight revision in prices, 
which now apparently are well estab- 
lished for the coming season. The new 
schedule is given below. 


We quote from Cincinnati jobbers’ 
stocks: 

Denatured alcohol in 52-gal. drums, 
5le. per gal.; in lots of three drums, 
50c. per gal.; in 10-gal. lots, 72c. per 
gal.; in gallon cans, 73c. per gal. A 
charge of $6 for each drum is made, 
but this amount will be rebated when 
the empty drum is returned. 

Ivo radiator glycerine, $2.25 per gal. 








for 55-gal. drums; $2.30 per gal. for 
30-gal. drums; $2.45 per gal. for 3-gal. 
cans. 
GALVANIZED SPRINKLERS.—Trad- 
ing in this commodity is of fair pro- 
portions, but the wet weather has been 
a handicap to large sales. 

We quote from Cincinnati jobbers’ 
stocks: 4-qt. sprinkling pots, $5.50 
per doz.; 6-qt. sprinkling pots, $6 per 
doz.; 8-qt. sprinkling pots, $7.10 per 
doz.; 10-qt. sprinkling pots, $8 per 
doz.; 12-qt. sprinkling pots, $9.50 per 
doz.; 16-qt. sprinkling pots, $11.75 
per doz. 

ELECTRIC FANS.—Dealers are stock- 
ing this item in anticipation of a heavy 
demand as soon as a few days of torrid 
weather appear. Retailers report that 
a small movement of merchandise al- 
ready is getting under way so far as 
the retail trade is concerned. 


HOSE ATTACHMENTS.—Sales have 
continued to be only fair, the lack of 
a stronger demand being attributed to 
the wet weather. 

We quote from Cincinnati jobbers 
stocks: 

Diamond nozzles, $3.60 a doz.; Pet 
nozzles, $4.90 a doz.; Gem nozzles, 
$5.50 a doz. 

ICE CREAM FREEZERS.—The bulk 
of the season’s business remains un- 
placed, the cool weather having inter- 
fered considerably with normal activi- 


ties. 

We quote from Cincinnati jobbers’ 
stocks: 

White Mountain.—1-qt., $2.43 each; 
2-qt., $2.83 each; 3-qt., $3.38 each; 
4-qt., $4.13 each; 6-qt., $5.23 each; 
8-qt., $6.75 each. 

Arctic.—1-qt., $2 each; 2-qt., $2.30 
each; 3-qt., $2.78 each; 4-qt., $3.40 
each; 6-qt., $4.30 each; 8-qt., $5.55 
each. 

Peerless.—1-qt., $2.95 each; 2-qt., 


3.45 each; 3-qt., $4.10 each; 4-qt., $5 
. 6-qt., $6.30 each; 8-qt., $8.20 
each, On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


GAME TRAPS.—Prices for the com- 
ing season are published below. 


We quote from Cincinnati jobbers’ 
stocks: i 

Two-Trigger game trap, $5 per 
doz., 15 doz. per barrel; Single Grip 
No. 1, $1.88 per doz., 35 doz. per bar- 
rel; Single Grip No. 2, $3.35 per doz., 
18 doz. per barrel; Single Grip No. 
3, $5.50 per doz., 15 doz. per barrel; 
Single Grip No. 4, $6.70 per doz., 10 
doz. per barrel. 


LAWN HOSE.—The season has been 
extremely late this year, and sales are 
behind those in 1926. 


We quote from Cincinnati jobbers’ 
stocks: 
Leader Hose.—14-in., $7.75 per 100 
ft.; Red Dandy, %-in., $11.50 per 100 
ft.: molded hose, %-in., on reels, 
$10.50 per 100 ft. 
LAWN SWINGS.—Jobbers have sold 
a fairly large number of swings in the 
past two weeks, and the trade is about 
normal for this time of the year. 
We quote from Cincinnati jobbers’ 


stocks: 
Standard lawn swings, $7.75 each; 
extra heavy lawn swings, $9.50 each. 


NAILS.—Competition for the nail 
trade has been severe, but prices have 
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Extra Long Extra Light Extra Strong 


ARMSTRONG-VANADIUM 
Super-Quality Wrenches 


Write for details of 
this attractive dis- 
play board and its 
stock of selected 
wrenches. It will 
boost your wrench 


Armstrong Bros. Tool Co. 


Live hardware dealers are reporting heavy sales on this finest 
of wrenches. Mechanics who are accustomed to good tools 
instantly recognize the real quality. Usually, too, they buy a 
complete set. ~The ARMSTRONG Trade Mark is their best 
Guarantee of Highest Quality Materials, Superior Design and 
Excellent Workmanship. 


These wrenches are extremely light and long as compared to 
their unusual capacity. The jaws are thin and narrow and are 
exceptionally handy to get at the nut in close quarters. 


The strength of ARMSTRONG-VANADIUM Wrenches is 
based upon excellence of design and material rather than on 
bulk. They are drop-forged from Chrome Vanadium steel, 
heat treated and finished in nickel over copper, with heads 
buffed bright. Fifteen degree angle—double head. 


The longest, strongest, handiest Wrenches obtainable. Care- 
fully tested and guaranteed not to break or spread. 


Descriptive folder, showing the various sizes and prices, will be 


sent without obligation. Write for your copy today. Stock the 
Line of Recognized Quality. 


“Jt?s STRONG if it’s ARMSTRONG” 


“The Tool Holder People” 


314. N. Francisco Ave. Chicago, U. S. A. 
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been holding firm in the face of this 
development. 
We quote from Cincinnati jobbers’ 
stocks: 
Common wire nails, $2.95 per keg; 
aed coated nails, $2.95 per 100-lb. 
eg. 


PAINT.—There has been a drop of 6c. 
in turpentine and Ic. in linseed oil. Re- 
tail trade this month has been heavy. 


We quote from Cincinnati jobbers’ 
stocks: 

Ready mixed house paints, $2.75 
per gal.; linseed oil in single barrels, 
88c. per gal.; turpentine in two-bar- 
rel lots, 62c. per gal.; white and red 
lead in 500-lb. kegs, 14%c. per Ib., 
less 10 per cent. 


POULTRY NETTING.—Business has 
been of moderate velume, although the 
season is well advanced. No change 
has been made in prices. 


We quote from Cincinnati jobbers’ 
stocks: 

Poultry netting galvanized after, 
50 and 10 per cent off list; poultry 
ae galvanized before, 60 per cent 
eC st. 


ROPE.—Announcement has been made 
that prices on rope and twine will not 
be altered during the next 60 days. 


We quote from Cincinnati jobbers’ 
stocks: 
Manila rope, 23c. per Ib.; sisal rope, 
ld4e. per Ib. 
ROOFING MATERIAL.—Sales _ this 


month have shown a decided improve- 








ment, while prices are the same as two | 


weeks ago. 


| 
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We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper. — Light standard, 
$1.05; medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.35; 
medium Holdfast, $1.60; heavy Hold- 
fast, $1.90; red and green slate 
surface, $2.10. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.: coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 27c. per gal. 

ee ee elastic, 1 


Ib., 12c.; in 5-Ib. cans, 9%4c. per Ib.; 
in 10-lb. cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. per Ib. Certain-teed 


cement, 36 Ib. to the case, $4.25 per 

case; in 5-lb. cans, 12 cans to the 

box, 8%c. per Ib.; in 10-lb. cans, 6 

cans to the box, 7c. per Ib. 
SCREEN DOORS AND WINDOW 
SCREENS.—While usually the season 
for these items is about at an end for 
the jobbing trade by July 1, this year’s 
cold weather has retarded activities. 
Shipments from jobbers’ warehouses 
still continue in fair volume. 


We quote from Cincinnati jobbers’ 
stocks: 

Screen Doors.—No. 241, $17.60 per 
doz.; No. 281, $18.65 per doz.; No. 314, 
$25 per doz:; No. 355, $34 per doz.; 
No. 315, $31.40 per doz.; No. 315 gal- 
vanized, $32 per doz. All of the above 


quotations are on the size 2-ft. 10- 
in. x 6-ft. 10-in. 
Window Screens.—No. 1833, $3.85 


per doz.; No. 1833 galvanized, $4 per 


doz.; No. 2433, $4.50 per doz.; No. 
2433 galvanized, $4.75 per doz.; No. 
3037, $6.20 per doz.; No. 3037 gal- 


vanized, $6.55 per doz.; No. 18 steel 
screens, $4.85 per doz.; No. 24A steel 
screens, $6.15 per doz.; No. 30, $7.65 
per doz.; No. 30-A, $8.50 per doz. 
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SCREWS.—Weakness is apparent in 
the price of screws, although no change 
in quotations has been effected. 


We quote from Cincinnati jobbers’ 
stocks: 

Flathead bright screws, 85 and 
7% off list; flathead blue screws, 85 
and 2% off list; flathead brass screws, 
80 and 20 off list; round-head blue 
screws, 80, 20 and 5 off list; round- 
head screws, 80 and 12% off list; 
bright wire goods, 85 and 25 off list. 


WATER COOLERS.—Here again low 
temperatures have played havoc with 
trade, and sales have been far below 
normal. Jobbers expect to make up 
this loss within the next few weeks. 


We quote from Cincinnati jobbers’ 
stocks: 2-gal. cooler, $1.80 each; 3- 
gal. cooler, $2.05 each; 4-gal. cooler, 
$2.40 each; 6-gal. cooler, $2.90 each; 
8-gal. cooler, $3.90 each; 10-gal. 
cooler, $5 each; Twentieth Century 
cooler with bottle, No. 50 in mahog- 
any finish, $10.80 each; Twentieth 
Century cooler with bottle and stand, 
No. 500 in mahogany finish, $13.75 
each; Twentieth Century cooler with 
bottle, No. 50 in white finish, $11.25 
each; Twentieth Century cooler with 
bottle and stand, No. 500 in white 
finish, $14.50 each. 

WIRE CLOTH.—Demand has_ been 
maintained fairly well, although sales 
have not been up to the level attained 
last year. 

We quote from Cincinnati jobbers’ 
stocks: 

Black cloth, $1.70 per 100 sq. ft.; 
12-mesh galvanized, $2 per 100 sq. 
ft.; 14-mesh galvanized, $2.40 per 100 
sq. ft.; bronze in 100-ft. rolls, $5.50 
per 100 sq. ft.; bronze in 50-ft. rolls, 
$5.55 per 100 sq. ft. 


New England Retail Dealers Report Larger 
Over-the-Counter Sales the Past Week 


(Boston office of HARDWARE AGE) 


Boston, July 5.—Practically all of those New England retail 
hardware dealers making reports for the past week tell of increased 


over-the-counter and charge customer sales. 


Some of them maintain 


that business still lacks pep, yet all admit things are better than they 


have been. 


It has been warmer, there has been less rain and a 


majority of those people who intend to live in the country or at the 


seashore this summer are established there. 


In addition, the an- 


nual summer vacation season has officially opened. The retail trade 
is enjoying a good steady sale of sport, vacation, garden, lawn and 


haying merchandise. 


Then, too, there seems to have been some im- 


provement in New England construction and a grist of small repair 
work. Building materials, such as sheathing and roofing paper, 
shingles, cement and a lot of builders’ hardware, are moving out of 


retail stock in greater volume. 


Most of the retail trade is covered on seasonable goods and only 


in the market for small lots of individual items sold out. 


Where 


some doubt existed heretofore, it now seems reasonably certain the 


trade will make a good cleanup of spring merchandise. 


The average 


retail stock of builders’ hardware, however, is larger than usual, be- 
cause some time ago, when prices were abnormally low, the trade 


bought freer than they ordinarily do. 


But the jobber is receiving 


a large bunch of orders each day. The average individual order, as 
previously intimated, concerns a small amount of stock. The tax 
on the jobber is therefore heavy, particularly since many clerks 


have started on their vacations. 








| 


BOTTLES.—The advanced vacation 
buying of bottles by the public is in 
evidence. Certain retails dealers who 
thought they had a sufficient stock on 
hand are placing small orders with job- 
bers. 
We 
stocks: 
Bottles.—Steel shell, 
handle, nested drinking cups, No. 
521, $12 per doz. net; No. 522, $20; 
. 571, $16; No. 572, $24. Brass 
shell, folding handles, nested cups, 
No. 5191, $20; No. 5192, $30; No. 591, 
$21; No. 592, $30.80; No. 581, $22; No. 
582, $32. Half pints, for school kits, 
No. 70, steel, $12. Columbia, pint, 
$9; quart, $17.50. Assortments, util- 
ity pint, $7; utility quart, $11. Uni- 
versal, No. 1975, six pints and six 
quarts with free goods, $19.75 net. 
Fillers.—No. 00, $8 per doz. net; 
No. 01, $8; No. 02, $14. 


BUTCHERS’ WAX. — According to 
most of the jobbers here, sales of 
butchers’ wax the first six months of 
this year are ahead of last year. Hard- 
wood floors are still popular, evidently, 
and people like to keep them looking 
well, 
We 
stocks: 


Butchers’ Wax.—Floor, 1 lb. cans, 
50c. each net; 2 Ib. cans, $1.02; 4 Ib. 
cans, $1.92; 8 Ib. cans, $3.84. Liquid 
half pint containers, 34c. each net; 
pint containers, 53c.; quart con- 
tainers, 94c. 


quote from Boston jobbers’ 


with folding 


quote from Boston jobbers’ 
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Every issue of BETTER 
HOMES and GAR- 
DENS contains scores of 
suggestions which mean 
greater hardware sales to 
nearly a million substan- 
tial American homes. 


























By carrying and featur- 
ing the important hard- 
ware items advertised in 
BETTER HOMES and 
GARDENS, you put 
your store in position to 
get its full share of this 
increased business. 















































BETTER HOMES and GARDENS 





E. T. MEREDITH, Publisher Des Moines, Iowa 


ETTER HOMES 
ano GARDENS 


Devoted to the nation’s greatest business, HOME~MAKING 
































Among the products advertised in BETTER HOMES and GARDENS, the following are of special significance to you: 


Acco Sash Chains Dayton Water Systems Hoosier Kitchen Cabinets Rutland Patching Plaster 
Alabastine Duban Awnings Kirsch Curtain Rods Sani-Flush ; 
——— piety: Bg ——e a 
Bassick Casters 40-40-20 Paint ‘paces Polat True Temper Garden Tools 
Blue-Bird Curtain Rods Goodrich Garden Hose Pennsylvania Lawn Mowers Win-Dor Casement Hardware 
Cupples Fruit Jar Rings Gould Water Systems Pittsburgh Lawn Fence Valspar Brushing Lacquer 
Cylons Fence Herrick Refrigerators Rolscreens Yale Builders’ Hardware 
McKinney Forged Iron Hardware Planet Jr. Garden Seeders Standard Pressed Steel Products 
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CAMP STOVES.—Some belated buying 
of camp stoves is reported in jobbing 
circles. There is no real snap to busi- 
ness, however. 

We quote from Boston jobbers’ 


stocks: 
2, $8.50 each 





net; No. 9, $6.2 
CEMENTS.—_There has been and is a 
demand for all kinds of cements, patch- 
ing plaster, crack filler, etc. Now that 
summer homes are being opened, retail 
dealers expect to make a hole in this 
merchandise stock. 

We quote from Boston jobbers’ 
stocks: 

Stove Lining.—Rutland, No. 3, $2.16 
per doz.; No. 6, $3.60; No. 10, $5.04. 

Patching Plaster.—No. 3, $1.80 per 
doz.; No. 6, $3; No. 10, $4.20; No. 
15, $6. 

Crack Filler.—No. & 7 80 per om; 
No. 2, $3; No. 3, $4.2 No. 5, 

Furnace Cement. var Hee in "sb. 
cans, 9c. per Ib.; in 5-lb. cans, Te. 
per Ib. 

Roofing Cement.—In 1-lb. cans, lic. 
per lb.; in 3-lb. cans, 13c. per Ib.; 
in 5-lb. cans, 12c. per Ib. 

lron Cement.—In 3%-o0z. packages, 
$14.40 per gross. 

Liquid Roof Cement.—In gallon 
containers, $1.20. 

Pine Joint Cement.—In 1-lb. pack- 
ages, 20c. 

FILES.—“‘A very satisfactory season 
in files, which is due, we believe, to the 
liberal advertising policy of some of 
the largest manufacturers in New 
England,” is one way a big local job- 
bing house sizes up the situation. 

We quote from Boston jobbers’ 
stocks: 

Files.—Nicholson line, 50 per cent 
discount; Arcade, 60 and 10 per cent. 


FLOWER BOXES.—Orders for flower 
boxes continue to filter into jobbing 
channels. The season appears to be 
hanging on later than ever this year, 
possibly because of the backwardness 
of spring. 

We quote from Boston jobbers’ 
stocks: 

Flower Boxes.—Galvanized _ steel, 
water tight, painted dark green, 24- 
n., $10.60 per doz. net; 30-in., $15.90; 
36-in., $20.90. 

FOOD JARS.—A better 
counter movement of food jars is noted 
at various local and nearby retail 
stores. People like to picnic and a food 
jar is one of the best things to convey 
food in for such outings. 


We quote from Boston jobbers’ 
stocks: 
Food Jars.—Universal line, No. 71 
$2 each, net; No. 712, $2.70; No. 81 
$2.80; No. 812, $3.50. 
GARBAGE CANS.—Garbage cans are 
selling quite well in a retail way. The 
garbage problem at the beach or in the 


country often is a perplexing one, and 


i, 
1 


’ 


over-the- 
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retail dealers are impressing customers 
of the wisdom of buying a substantial 
and strong can. 

We quote from Boston jobbers’ 
stocks: 

Garbage Cans.—Underground 11- 
gal., $9.75 each net; 13-gal., $12.25; 
No. 15, $10. Refuse container, 14 x 
22 in., $11 each net. Common gar- 
bage cans, No. 4, $1.05 each net; No. 

2, $1.44; No. 1, $1.68. 

HOCKEY STICKS.—Jobbers here and 
elsewhere in New England have suc- 
ceeded in rounding up some orders for 
hockey sticks to be delivered in time 
for skating next winter. As in the case 
of other futures, however, the general 
run of the retail trade is reluctant to 
commit itself extensively. 

We quote from Boston jobbers’ 
stocks: 

, $3.30 per 
doz. net; Boys’ x $5: “is n's X, $8: 
Men's XX, $10.40; special, $15; Boys’, 
$3 a doz. net; Boys’ special, $5: 
Amateur, $8: Championship, $11; spe- 
cial, $11; No. 25, $2 per doz. net; 
No. 50, $3.50; No. 75, $6; No. 100, $8. 


Pucks. Standard makes, $2 a doz. 
net 


Polo Sticks.—No. H, 95c. a doz. 
net; No. G, $1.50; No. C, $3.75. 
HULLERS.—The native strawberry 
season is at its height and prices for 
the fruit are quite low. People, there- 
fore, are eating a great many berries, 
and that fact has helped the sale of 








hullers. 
We quote from Boston jobbers’ 
stocks: 
Hullers. — Strawberry, $3.40 per 
gross net. 


LAMPS.—Certain retail dealers, who 
some time ago reported working up a 
very satisfactory business in lamp 
bulbs, still give encouraging reports. 
Many of them have added a line of 
sockets, wire, etc., and are doing well. 
One Boston dealer does 2 big business 
annually in shades. 
We quote from Boston jobbers’ 
stocks: 
Lamps.—Bulb, Champion line, 110, 
115 and 120 volts, list: 


Clear Inside 
Watt Glass Frosted 
_ OER eT Er re 23c. 
Se rere P 23c. 
SGA agvbebore heses 25c. 23c. 
| RAS eae 25c. 23c. 
EE CREEL ee 2he. 25e. 
aD. ¢skeeboeeaacegekie 40c. 25c. 
ee ee rere 45. niet 
RS a rrr 50c. 40c. 
BS Sidah deawssc Neves 60c. wate 
Pere ree ree rere 80c. 


Miscellaneous.—Mill type clear, 25 
watt, 25c. each, list; 50 watt, 25c 
Flame tint, 25 watt, 28c. 

Discounts.—In less than standard 
packages, 25 per cent; in standard 
packages, 30 per cent. 





MATS.—Owing to the liberal rains ex- 
perienced in the spring and so far this 
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summer it has been a very good year 
on cocoa mats. 


We quote from Boston jobbers’ 
stocks: 

Mats. —Cocoa, No. 14 x 25 in., 
60c. each net; No. 2, 16 x 27 in., T5e.: 
No. 3, 18 x 30 in., $i. Keystone flex- 
ible wire mats, No. 2, $1.47 each net. 


MOPS AND WRINGERS.—Although 
there is nothing spectacular about 
sales, a good volume of mop and mop 
wringer business is pulled off each 
week by local jobbers. The recent re- 
duction in cotton mop prices has helped 
a lot, say jobbers. 


We quote from Boston jobbers’ 
stocks: 

Mops.—Cotton, Eureka, 9 lb. twine, 
$2.40 per doz. net; 12 lb. twine, $3.20; 
15 lb. twine, $4; 18 lb. twine, $4.80. 
_Mop Wringers.—White line, hotel, 
No. 1, $32 per doz. net; family, No. 
2, $21.60; No. 14, $31; No. 114, $27; 
Can't Splash, No. 112, $22. Lamco 
line, in lots of less than % doz., $26 
per doz. net; in lots of %& doz. or 
more, $24. Brockton line, in lots of 
less than % doz., $39 per doz. net; 
in lots of % doz. or more, $37. 


PARERS. — More orders for fruit 
parers are reported by jobbers. Sales 
for the season to date are about nor- 
mal. 
We quote from Boston jobbers 
stocks: 
Parers.—Apple, Rocking Table, $12 
per doz. net; Little Star, 
ROPE AND TWINE.—As might be ex- 
pected at this time of the year, retail 
sales of rope are steadily expanding. 
Jobbers maintain the average retail 
stock is comparatively small and that 
it is necessary for many dealers to 
come into the market frequently for 
fresh rope and twine. 


We quote from Boston jobbers’ 
stocks: 

Rope.—Manila, 24'%4c. per lb. base; 
sisal rope, 18%c.; hay rope, 19c.; cot- 
ton rope, 50c. 

Lath Yarn.—Sisal, C130, 18c.; D200, 
19c. per Ib. 

Twine.—Hemp in %-lb. balls, No. 
12, 4%c. a Ib.; No. 18, 42c.; No. 24, 
40c.; No. 36, 38c. ; No. 48, 37c.; Yazoo, 
24 10-oz. balls, 80c. a box; Bison, 12 
2-o0z. balls, 80c. a box. Cotton cones, 
44c. Jute, 2-ply, 30c. Marlin, 2-ply 
in 1-lb. balls, No. 4%, 27c.; No. 6, 
24c.; in 2-lb. bal Is, No. 8, 22c. 

Yacht Marlin. —Tarred, 48c. per lb. 


STEPLADDERS.—Retail and jobbing 
sales of stepladders hold up remark- 
ably well. The average retailer is buy- 
ing cautiously each time, but often. 
Some maintain it is one of the best 
stepladder seasons on record. 


We quote from Boston jobbers’ 
stocks: 

Stepladders.—Paris line, 3 ft., $1.60 
each net; 4 ft., $2.14; 5 ft., $2.67; 6 
ft., $3.20; 7 ft., $3.73; 8 ft., $4.27; 10 
ft., $5.34. 


Nappannee.—No. 211, 3 ft., 90c. 
each net; 4 ft., $1.20; 5 ft., $1.50; 6 
ft., $1.80; 7 ft., $2.10; 8 ft., $2.40. 





F. & N. Lawn Mower Has 
Automatic Bearings 


The F. & N. Lawn Mower Co., Rich- 
mond, Ind., wishes to call attention to an 
improved feature of its mower, the auto- 
matically adjusted ball bearings. An im- 
portant point is the contracting sleeve 
which, according to the company, secures 
the bearing parts in proper position under 
all conditions. Being sensitive to pres- 
sure, this contracting sleeve, by reflex ac- 
tion, instantly clutches the shaft when all 
looseness is taken up by the spring action, 
and prevents any further forward pres- 
sure. 





When a mower is assembled and ready 
for duty with the automatic adjustment 





herein described, all the parts are inclosed 
in the steel casing “H”, so that the parts 





cannot be disturbed by an uninformed 
operator. 


Standard Electric Store Co. 
Issues Catalog No. 15-B 


A new catalog, No. 15-B, has just been 
issued by The Standard Electric Stove Co. 
of Toledo, Ohio. 

It contains illustrated descriptions of the 
various electric stoves and ranges, heavy 
duty ovens, toasters, broilers, griddles, hot- 
plates, electric fireless cookers, serving 
tables, coffee urn heaters and water heaters, 
which are made by the company. 


Reading matter continued on page 132 
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ye boy of today is growing up in an age of 
mechanical achievement beyond the wildest 
dreams of the generations that preceded him. 
Vehicles of unbelievable speeds, machines that 
do the work of Titans, even metals of new and 
marvelous properties, are part of his heritage. 


Keeping pace with this mechanical progress, 
he will find Empire bolts and nuts an essential 
part of practically all machinery 


The Empire New Process Bolt, for instance, 
has extended the limits of its tensile strength from 
about 60,000 Ibs., the strength of the average 


EMPIRE 


Threads of Gauge-Like Accuracy 


HARDWARE AGE 


bolt, to a minimum tensile strength of 80,000 
Ibs This is the result of adding the Smith process 
of heat treating to a bolt that was already ina 
class by itself, due to its extreme accuracy. 
ene 8 New Process Bolt threads, though made 
on high speed automatic machines, have the un- 
varying accuracy found only in gauge threads, 
threads which have been ground patiently by 
expert tool makers. Yet Empire New Process 
Bolts are sold at the price of the average bolt. 


The new generation may also find inspiration 
in the fact that these extraordinary bolts are 
made by a firm eighty-two years old, an organi- 


This advertisement appears in THE SATURDAY EVENING Post 
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zatson of people held together by the bonds of 

honesty, fair dealing and craftsmanship. Over 

eighty-two of these people have been with 

Russell, Burdsall & Ward for over thirty years. 
Emptre bolts and nuts are sold by most 


hardware dealers. Samples of the new bolts 
will be gladly furnished to manufacturers. 


RUSSELL, BURDSALL& WARD 
® BOLT & NUT COMPANY @® 


PORT CHESTER.NY. 


ES Ss 


Drench Othes. Laeesctlennr™ Bren 
CIBC AR 
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Demand Increases as Season 
Advances—Screw Prices Cut 


CHICAGO, ILL., July 5.—The weather is still rather unseasonable 
and there have not been enough warm days to really stimulate an 
active demand for summer merchandise. 
advances there is a steady, although somewhat slow, improvement in 


business conditions. 


While the total volume of orders being received by the whole- 
salers is about equal to this same time last year, the average size of 
the individual orders is rather small, indicating that the dealers’ 
stocks are low, but they are sticking closely to a “hand-to-mouth” 


buying policy. 


This same policy of conservative buying also prevails in the steel 
industry in the Chicago area, and while there is still a fair volume 
of orders being placed, the orders are small and the mills are grad- 


ually reducing their operations. 


Hardware prices are, for the most part, being well maintained 
and there seems to be small indication of many fluctuations in the 
The one exception to this general condition is a rather 
drastic cut in screw prices in the form of additional discounts 
brought about by a price war among the manufacturers. 
ers claim that the new discounts bring the price of screws down to 


near future. 


less than the cost of manufacture. 
Collections are satisfactory. 


(Chicago Office of HARDWARE AGE) 





AUTOMOBILE ACCESSORIES.—Sales 
are showing a steady and fairly satis- 
factory volume. Prices are firm. 


We uote from jobbers’ stocks, 
f.o.b. Chicago 

Spark Plug. —Splitdorf, for Fords, 
50c, each; regular, 58c each; Cham- 
pion ai ‘45c. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c. ; A. Cc. Special Ford, 
36c. each. 

Spot Light. — Appleton, No. 3280, 
$6.50 each. 

Chains.—Non- ane. Nemes pair lots, 
35 per cent discou 

Jacks. National, ‘Standard, No. 21, 
$1.30 each. 

Pumps. 1% in. cylinder, 
$1.85 each. 

Tires and Tubes.—30 x 3% over- 
size cord tires, $8.75 each; regular 
cord, $6.60 each; gray inner tubes, 
30 x 3%, $1.24 each; red inner tubes, 
30 x 3%, $1.45 each. 


BASEBALL GOODS.—The demand i 
active and is holding up well. 


— Rose, 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Goldsmith Official 
League Balls, $15 dozen; Special 
Official League Balls, $8.90 dozen; 


Slugger bats, $16.20 dozen. 
BOLTS AND NUTS.—There is a fall- 
ing off in sales, but prices are still firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 60 per cent discount; small 
carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts, cut 
thread, 60 per cent discount; small 
machine bolts, rolled thread. 60-10 
per cent discount ; all stove Bolts, 75- 
10 per cent discount ; lag screws, 60 
per cent discount. 


BUILDERS’ HARDWARE.—A _ good 
volume of orders is being received. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $1.92 
per doz. pair, case lots—less quan- 
tities, 12c. per doz. pair higher; 4 x 
4 steel butts, old copper and dull 
brass finish, $2.64 per doz. pair, case 





lots—less quantities, 12c. per doz. 
pair higher; heavy steel bevel inside 
sets, 5 per doz. sets, case lots; 
steel bit-keyed front door sets, $1.45 
per set; wrought brass bit-keyed 
front door sets, $2.49 per set; cylin- 
der front door sets, $6.00 per set. 


CHAIN.—A steady volume of orders 
reported and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %-in. proof cow 
chains, $8.50 per 100 lb. Tenso Bull 
Dog and Brown coil chains, 50-10 
per cent discount. No. 00-4% electric 
welded cow ties, $2.75 per dozen. 


COPPER RIVETS AND BURRS.—, 
Sales are satisfactory and prices are 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount, 


EAVES TROUGH, PIPE, ETC.—De- 
mand is helped by the wet weather. 
Prices very steady. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: 28 gage single bead 
lap joint gutter, 5-in., $4.50 per 100 
ft.; corrugated conductor pipe, 3-in., 
$4.80 per 100 ft.; plain ridge roll, 
1%-in., $3.65 per 100 ft.; corrugated 
conductor elbows, 3-in., $1.51 doz. 


ELECTRICAL MERCHANDISE.—The 
demand for fans and irons is increasing. 
a warmer weather. 


a. from jobbers’ stocks, 


PY 4 

Electrical Merchandise. — No. 
rubber covered wire, $6. % per 1000 
ft.; in 1000 ft. lots, $5.75; No. 18 lam 


cords, $12.50 per 1000 ft.; in 1000 ft. 
lots, $12; %-in., brush brass key 
sockets, 154c. each; two-way plugs, 
45c. each; in lots of 10, 40c. ——: 
two-piece attachment plugs, 
each; dry cells, boxes of 50, 32the. 
each: less than case lots, 36c. each. 
Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 776, pack- 


ages of 10, $1.30; No. 767, $2.62 each; 
No. 767, packages of 5, $2.44 each; 
No. 770, $3.40 each; No. 770, pack- 


ages of 5, $3.17; No. 772, $2. 62 each; 


: Reading matter continued on page 
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The mak- 


is 
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packages of 5, $2.44; No. 486, $3. -. 
each; No. 486, packages of 5, $3. 

Battery Chargers. —Apco line, a 
of less than 10, $13.50 each. 


FIELD AND POULTRY FENCE.— 
Sales quieter at this season. No price 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 726-6-12%, $28.68 per 
100 rods: 1948-14144, $43.62 per 100 
rods; 2158-6-14%, $49.98 per 100 rods. 


FILES.—The demand is normal and 
prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list: Nicholson files, 50 
per cent off list: Black Diamond files, 
50 per cent off list. 


FISHING TACKLE.—There is a heavy, 
active demand and stocks are becoming 
broken. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Bronson No. 100, $2.25 
each; Chicago: level winding reel, 
$2.00 each; Symploreel No. 752, $4.90 
each; South Bend Bass-Orenos, $8.00 
doz.; Heddon’s Ziz-Wag, $10.00 doz.: 
high grade silk casting line, $1.40 per 
100 yds. 


GALVANIZED WARE.—There is a 
good seasonal demand and prices are 
firm. 

We quote from jobbers’ stocks. 
f.o.b. Chicago: . “ee iS oa 
—- made tubs, No. $6.00; 2, 
$6.85; No. 3, & 0 os rc eo | 

p+ ell mode, pails, $2. 12; 12 qt., $2.33: 


- -» $2.6 dos. gal. all galvanized 
oil ca OZ 2 5a i: 
gal. pe pa, $7.00 doz.: 1 
bu, EL. Y ta ~% $6.20 doz.; 


No. 26 
ures, 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Sales have picked up some- 
what during the past few days. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, a in., llc. per 
; 5 ply, good 
” $e. per ft.; 
% -in., ec. per ft. Lawn sprin- 
klers, Rain King, $28 a doz.; original 
fountain sprinklers, $6.00 doz. 


GLASS AND PUTTY.—There is a nor- 
mal demand for both glass and putty. 
oor are unchanged. 


Se uote from jobbers’ stocks. 
toh b. Chicago: Single strength A, all 
brackets, 88 per cent discount; single 
strength B, all brackets, 89 per cent 
discount; double strength A, all 
brackets, 88 per cent discount; double 
strength B, all brackets, 89 r cent 
discount; putty, pure grade, $4.25 per 
100 lb.; commercial, $3.50 per 100 Ib. 


GOLF GOODS.—The heavy demand is 
holding up and manufacturers are hav- 
ing difficulty in keeping up with deliv- 
eries. 


i bailed galvanized meas- 


We quote from _ jobbers’ stocks, 
f.o.b. Chicago: High-grade wood 
clubs, $2.50 each; irons, $2.10 each; 


medium grade, $1.35 each; Crawford- 
McGregor steel shaft wood clubs, 
$4.50 each; Crawford-McGregor steel 
shaft iron clubs, $3.50 each; Grand 
Slam wood clubs, $4.75 each; Grand 
Slam iron clubs, $3.35 each: U. S. 
Royal Golf Balls, $6.50 doz.; St. 
Mungo Colonel Golf Balls, $6.50 doz. 


HANDLED HAMMERS AND 
HATCHETS.— Prices are still un- 
changed. Sales activity quite satis- 
factory. 
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UTAH 

















Look to Utah for the newest ideas—the fastest 
selling line—the most complete line—Utah sets 
the pace. Besides the feature speakers shown, 
the Utah line comprises the Standard Horn at 
$22.50; the Junior Horn at $12.50; the famous 
Utah Cone at $10; the Superflex at $10; Piano 
Speaker, $10, which makes a loud speaker of 
any piano; and the new sensational No. 100 cab- 
inet speaker with 9 ft. air column and Utah unit, 
$70; also made (model No. 101) to accommodate 
standard Philco unit, $75. 


UTAH RADIO PRODUCTS CoO. 
1615 S. Michigan Ave., Chicago 























Utah No. 30 Speaker 
Carved with pea- 

cock grill design. $3().00 
Five ply natural 

finish walnut veneer front and 
back. Size—height 18”. Weight 
15 Ibs. 


Utah Screen Speaker 
An entirely new and 
really decorative speak- 


.00 
er idea. A screen adapt- $ 1 00 


able to many uses. Made of five ply 
walnut veneer. The finest cabinet con- 
struction with bowed front. 10 foot air 
column. 


40” high x 28” wide x 12” deep. 








Utah No. 16 Drum 
Speaker 


The new sensation 
16” high x 13” 
wide x 44” deep. 
Weight—10 Ibs. 

3 to crate. 


$16.00 


Packed 1 to 


carton, 
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HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b, Chicago: First quality, 16 oz. 
nail hammers, $12 a dozen; Maydole, 
$12.60 a dozen; 16 oz., machinists’ 
hammers, first quality, $9.20 dozen; 
competitive grade, 16 oz., nail ham- 
mers, $6 to $8 


HATCHETS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—There 
is a normal demand and prices are un- 


changed. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: 

Hay Fork Handles. — Straight 
chucked and_ bored, best’ grade, 
4% ft., $4.15 doz.; 5 ft., $5.00 doz.; 
XX, 4% ft., $3.65 doz.; 5 ft., $4.45 
doz.; X, 4% ft., $2.35 doz.; 5 ft., $2.75 
doz. 

Hay Fork Handles.—Bent-chucked 
and bored, best grade, with strap, 
ferrule and cap, 4% ft., $6.20 doz. ; 
5 ft., $7.10 doz.; XX, 4 ft., $5.00 doz.; 
4% ft., $5.40 doz.; 5 ft., $6.25 doz.; 
XX plain, 4% ft., $3.60 doz.; 5 ft., 
$3.80 doz.; X plain, 4% ft., $2.70 doz. ; 
5 ft., $3.25 doz. 

Manure Fork Handles.—Bent, best 
grade, plain, 4 ft., $4.35 doz.; 4% ft., 
$4.70 doz.; XX plain, 4 ft., $3.85 doz. ; 
4, ft., $4.15 doz.; plain, 4 ft., $2.50 
doz.; 4% ft., $2.85 doz. 

Garden Hoe Handles.—XX, 4% ft., 
$3.20 doz.; X, 4% ft., $2.20 doz. 

Garden Rake Handles.—XX, 514 ft., 
$4.80 doz.; 5% ft., $3.05; 6 ft., $4.00. 

Shovel Handles.—Regular Pattern, 
KX, €% ££, 36.10 @oz.: X, 4% ft., 
$3.50 doz.; D handles, best grade, 
$7.00 doz.; X, $5.50 doz. 

Spade Handies.—D handles, best 
grade, $6.80 doz.; X, $5.25 doz, 


HANDLES, TOOL. 





the recent Southern floods. 
normal. 


Sales are very 
firm, and supply hindered by the cur- 
tailment of the hickory supply through 
Sales are 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe Handles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


HINGES.—tThere is a good steady de- 
mand and prices are being well main- 
tained. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4-in., 88c.; 5-in., $1.16; 
6-in., $1.28; 8-in., $2.05; 10-in., $3.45 
per doz. pair; extra heavy T hinges, 
in bundles, 4-in., $1.21; 5-in., $1.49: 
6-in., $1.53; 8-in., $2.49; 10-in., $3.71 
per doz. 


ICE CREAM FREEZERS.—Warmer 
weather is stimulating sales somewhat. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 
qt., $4.80 list; 2 qt., $5.60 list; 3 qt., 
$6.75 list; 4 qt., $8.25 list; 6 qt., 
$10.45 list; 8 qt., $13.40 list; 10 qt., 
$17.90 list; 12 qt., $21.50 list; 15 qt., 
$25.60 list; 20 qt., $33.20 list; 25 qt., 
$42.60 list; Arctic, 1 qt., $4 list; 2 qt., 
$4.60 list; 3 qt., $5.45 list; 4 qt., $6.80 
list; 6 qt., $8.60 list; 8 qt., $11.10 list. 
All the above less 50 per cent dis- 
count, Alaska, 1 qt., $2.05 list; 2 qt., 
$3.45 list; 3 qt., $4.10 list; 4 qt., $5 
list; 6 qt., $6.30 list; 8 qt., $8.20 list; 
10 qt., $10.75 list; 12 qt., $14 list; 15 
qt., $17 list; 20 qt., $21.50 list. A dis- 
count of 20 and 10 per cent on all 
above prices. Acme, 2 qt., galv., $8 
per doz.; 2 qt., enamel, $10 per doz. ; 
4 qt., enamel, $18 per doz. Above 
prices are net. 


LAWN MOWERS.—The active demand 
continues and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 16-in., ball bearing, 
5-knife, 1l-in. wheels, $12.35 each; 
16-in., ball-bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in., plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in., ball bearing, 4-knife, 
9-in. wheels, $7.85 each; 16-in., plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in. ball bearing, 4-knife 
8-in, wheels, $8 each; 16-in., plain 
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bearing, 3-knife, 8-in. wheels, $5.85 
each. 


NAILS.—Sales are fairly active and 
prices are being well maintained. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire and ce- 
ment coated nails, current orders, 
$2.95 per keg base, 


PAINTS AND OILS.—There is a good 
steady demand and prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: 

Linseed Oil: Raw barrel lots, 95c. 
per gal.; 5 barrel lots, 92c. per gal. 

Linseed Oil: Boiled, barrel lots, 98c. 
per gal.; 5 barrel lots, 95c. per gal. 

Denatured Alcohol: Barrel lots, 
5314c, per gal.; steel drums extra $6, 
returnable. 

Turpentine: Drum lots, 70c. per 100 
Ib., net. 

White Lead: 100-Ib. lots, $13.75; 50- 
lb. lots, $7.00; 25-lIb. lots, $3.50; 12%4- 
Ib, lots, $1.80. 


PREPARED ROOFING.—Sales for re- 
pair work are very heavy, due to preva- 
lence of rains. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.50 per 
square; best grade tale surfaced, $2.65 
per square; medium tale surfaced, 
$2 per square; light tale surfaced, 
$1.20 per square; red rosin sheath- 
ing, $57 per ton. 


PYREX WARE.—Sales are normal 
and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

New Handled Casseroles.—Round, 
No, 622, $12 doz.; No. 623, $14 doz. ; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz. ; 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 

Utility Pans.—No, 231, $8 doz.; No. 
232, $14 doz. 

Iced Tea Sets.—$6 per set. 








Seasonal Weather improves Business 
in Pittsburgh—Collections Still Slow 


,] 
(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, July 5.—If there has been a change in the gait of 
business it has been in the direction of improvement, due to the 
advent of really seasonal weather, which has stimulated retail sales 


and in turn, demands upon the jobbers. 


The schools are closed for 


the summer and thoughts now are directed toward vacations, a 
popular form of which, since daddy now has an automobile, is in 
touring. A call for touring goods of fair-sized proportions already 
has developed. Meanwhile the remand for paint and painting 


materials is seasonally strong and steady. 


There is an increased 


demand for haying tools, hose and lawn sprinklers and little per- 
ceptible falling off in the call for screen wire cloth, while there is 


still a fairly active sale for screen doors and windows. 


Climbing 


temperatures usually mean a demand for electric fans and this 


year is no exception. 


not much activity is noted in futures. 


The staple lines are rather slack, and as yet 


Collections still are slow in 


this district and with increasing unemployment through lower opera- 
tions of the steel industry, the prospect is rather poor for immediate 


improvement. 





AUTOMOBILE ACCESSORIES.—The 
aggregate of sales is fairly large, but 
it is made up of so many small sales 


that dealers find it hard to believe they 
are doing much. 
items is so long that replacement is not 


The life of many 





as frequent as it was in former years, 
and the demand continues to suffer 
from the fact that so many cars now 
reach the buyer fully equipped. 


Prices from jobbers’ stocks, f.o.b. 
Pittsburgh, follow: 

Spark Plugs.—A. C., lots of 10 to 
90, 53c. each; lots of 100 or more, 50c.; 
A. C. No. 1075 for Ford cars, lots of 
10 to 90, 36c. each; lots of 100 or 
more, 34c. 

Lamps.—21 cp., 6-8 volt, list price, 
35c. each; 3 ecp., 6-8 volt, list price, 
18c. each, subject to a discount of 30 
per cent in lots of less than 50, and 
40 per cent for lots of 50 or more. 

Speedometers.—A. C. for Ford cars 
list price, $7 each. 

Tire Gages.—Schrader, high pres- 
sure, lots of less than 10, $1 each; 
lots of 10 or more, 95c.; balloon tire, 
lots of less than 10, $1.13; lots of 10 
or more, $1.08; U. S. Standard, lots 
of less than 10, $1.10; lots of 10 or 
more, $1. 

Motometer.—Lots of less than 10, 
$1.05 each; lots of 10 to 19, 98c.; lots 
of 20 or more, 90c. 

Alcohol.—In barrel lots, 57c. per gal. 

Motor Oil.—Vacuum Oil Co., in 10- 
gal. steel drums, with faucet, grades 
A, E and Arctic, $10.50 list; B, $13.70 
list, less 25 per cent. 

Motor Meters. — Standard makes, 
lots of less than 10, 30 per cent off 
list; lots of 10 to 19, 35 per cent off 
list; lots of 20 or more, 40 per cent 
off list. 
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Are you sharing 
in this great 


refrigerator market? 


EFRIGERATION has captured the public mind. 


More refrigerators will be bought this year than 
evet before. Comparatively few families can afford 
the mechanical type. The great majority will continue 
to purchase ice refrigerators. 

There is no reason why a hardware merchant cannot 
handle with profit a dependable line like the Challenge. 
Many hardware dealers are doing so. Someone will 
sell all those families in your community their first 


CHALLENGE REFRIGERATOR COMPANY, GRAND HAVEN, 


jgnell ae 
frigeyitors 





refrigerator. Why should you not get a reasonable 
share of this business? 

The Challenge line is broad and reasonably priced, 
starting with an inexpensive but well made box for the 
people of slender means, and grading on up to an all 
porcelain refrigerator with 18 walls of insulation. We 
invite your inquiry regarding the agency for the 
Challenge line, either direct or through your hardware 
jobber. 


MICHIGAN 


Established 1883—Operating One of the Largest Refrigerator Plants in Michigan 
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Windshield Cleaners.—Trico, uni- 
versal automatic cleaners, $3.25 each. 

Jacks.—Millers Falls No. 145, $3.50 
each. 

Pumps.—Anthony line, $1.85 each. 

Chains.—Single pairs, 30 per cent 
off list; lots of 10 to 50 pairs, 35 per 
cent off list; lots of 50 pairs and over, 
40 per cent off list. 


BATTERIES.—Demand is steady and 
so are prices. Jobbers quote: 


Broken Unit 

Packages Packages 
ee eer $1.05 $0.97 
ee. errr rerr 3.8 3.3 
le. Sa 1.22 1.14 
rrr 1.22 1.44 
iO; BD ssseresouss 1.40 1.30 
2h Ce bovavesve bs 2.62 2.44 
Se. area 2.62 2.44 
i ee nestuwwnn ve 3.40 3.17 
ee eS 42 .39 
Pe SEEE. axnvevscens -40 36% 


No. 6 dry cells, ignition type unit 
packages, 32%4c. each. 

Flashlight.—No. 935, 9%c. each; 
No. 950, 9%c.; No. 790, 1844c.; No. 
705, 28c.; No. 750, 181%4c.; No. 751, 25c. 

Hot Shot. —No. 1461, $1.67; No. 
1661, $2.37. 


BOLTS, NUTS AND RIVETS.—Manu- 
facturers report no difficulty in secur- 
ing third quarter contracts at fully 
maintained prices, but with jobbers the 
signing of contracts is merely a for- 
mality and that they are not convinced 
of the justice of the prices, which on 
the ordinary specifications call for ad- 
vances of 10 per cent or more over the 
prices of the fore part of the year. 
Supply houses seem to have price pref- 
erence that is not accorded to jobbers. 
Current demands upon jobbers are 
moderate and they are not specifying 
very freely on orders with makers. 
Jobbers quote: 


Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 62% per 
cent off list; stove Its, 75 and 10 
per cent off list; tire bolts, 50 and 10 
per cent off list. 

. Nuts.—All styles, 62% per cent off 

st. 
Rivets.—Large, $3.50 base, per 100 
pieces; small wagon and tinners’ 
rivets, 60 per cent off list. 


BUILDERS’ HARDWARE.—There is 
only a fair demand for these items, but 
more of a realization that business can- 
not be created by low prices and less 
competition than there was last year. 
Jobbers quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $17 per 100 pair; 
344 in. x 3% in., $17.50; 4 in. x 4 in., 
$27.50. 


Hinges.—Heavy strap, 6-in., $1.47 
per doz.; 8-in., $2.47; 10-in., $4.14; 
extra heavy, T, 6-in., $1.87 per doz.; 
8-in., $3.18; 10-in., $4.48; light strap, 
— ecrews,, - ed one pair in a 

3-in., per 100 pair; 4 in., 
tr 20; Nght? ci Lf in., $10.67 per 106 
pair; ‘ in., $12.50. 

Hasps. — Hinge, without screws, 
single dozen lots, 3-in., 64c. per doz.; 
4% in., 76c.; 6-in., $1; safety, 3-in., 
HO per doz.; 4%4- in., $1.14; 6-in., 

Garage Sets.—Swinging hinges, 10- 
in., $2.50 per set. 





HARDWARE AGE 


ELECTRIC FANS.—Demand has been 
appreciably stimulated by warm 
weather. Jobbers quote: 

Polar Cub black, t-in., each in 
lots of 12, $2.85; 8-in., $3.20, in lots 
of 12, $3; 10-in. stationary, $4.60, in 
an ee oscillating, $7, in lots 
Oo * i 


HAYING TOOLS.—This line is show- 
ing seasonal activity. Jobbers quote: 


Forks.—Three-tine, $7.45 to $15.60 
per doz.; 4-tine, $13.32 to $14; bale 
forks, double harpoon, No. 313, $1.60 
each; single, No. 319, $3.50. 

Rakes.—No. 2, $3.25 per doz.; No. 
Carriers.—No. 5, $7 each; No. 20, 
$7; steel track for No. 5 carrier, 18c. 
per ft. 


HOSE AND SPRINKLERS.—Sales of 
these lines is helped by the warm 
weather and the need of keeping the 
sun from doing its damage to the 
lawns and gardens. Jobbers quote: 

Sprinklers.—Ring, $6 per doz.; Rain 
King, $2.35 each; Pluvius, $1.15; two 
purpose, 30. 

Sprinkling Cans.—4 qt., $6 per doz.; 

6 qt., $6.60; 8 qt., $7.70; 10 qt., $8.10; 
12 qt., $10; 16 qt., $12.60. 

Hose.—In 250-ft. reels, %4 in., 9%4c. 
per ft.; 5% in., 10c.; % in., 11%c.; in 
50-ft. lengths, %c. per ft. higher; 
Germ Spray nozzles, $6 a doz. 

Hose Reels. —Victor, $1. 75 each; 
No. 2, $2.60; Reeleasy, $1.35. 


ORNAMENTAL FENCE.—There is 
still some demand, but the crest of it is 
believed to have been passed. Jobbers 
quote: 


Cyclone lawn fence, LX, 36-in., 
$7.25 per 100 lineal ft.; 42-in., $8.25; 
gates, 3 in. x 36 in., $2.70 each. 


PAINTING SUPPLIES—Business still 
is active. Turpentine has resumed its 
decline and is off 5c. to 70c. per gallon 
in barrel lots. Oil also is down slightly. 
Other items are where they were a 
week ago. 


Prices to retailers: Ready mixed 
paints, best grades, $2.85 per gallon; 
lower grades, $2.25; white lead, 13%c. 
per Ib. in 100-lb. lots; 10 per cent less 
in lots of 500 lb. or more and extra 
4 per cent less in lots of a ton or 
more; turpentine, 70c. per gal. in 
barrel lots; raw linseed oil, 13c. per 
Ib. in barrel lots. 


SCREEN WIRE GOODS.—C€loth still 
is doing well and there is a fairly ac- 
tive call for windows and doors. 


he quote from Pittsburgh jobbers’ 
stoc 

Wire Cloth.—Black, 12-mesh, $1.75 
per 100 sq. ft.; galvanized, 12-mesh, 
$2.10; bronze, 14-mesh, $5.50. 
Doors.—Walnut stain, 2 ft. 8 in. x 
‘ ft. 8 in., % in. x 3 in., $17.40 per 
doz.; natural finish, % in. x 4 in., 
23.50, with galvanized cloth $22, sub- 
ect to advances for larger sizes; 
steel bronze, plated wire grilles, $18 
per doz. 

Windows. — Harwood _ extension, 
No. 1233, $3.20 per doz.; No. 1533, 
$3.70; No. 1833, $4; No. 2433, $4.75. 
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SCYTHES AND SNATHS.—The grass 
is coming up rapidly under warm sun 
and these items are being called for 
much more than they were recently. 
Jobbers quote: 

Scythes, No. 46, $20 per doz.; y 


6473, $13.50; snaths, grass, No. 
$13 per doz.; bush, No. 100, $15. 


VACUUM BOTTLES AND JUGS.— 
With the season for automobile tour- 
ing here, there is an increasing demand 
for the accoutrements in which vacuum 
bottles, jubs and jars share. Jobbers 
quote: 

Vacuum Jugs, Jars and Bottles.— 
Little Brown jugs, $2.25 each; Alad- 
din juss, $2.75 each; Universal jar 
No. $4.40 each; bottles, pints, 
90c. was quarts, "$1. 60 each; all 
steel, pints, $4.75 each; quarts, $5.40 
each; 2 quarts, $6.75. 

WIRE PRODUCTS.—The mills gener- 
ally are taking a stronger price stand 
on nails and the other items on which 
they have been taking business at con- 
cessions from the schedule of early last 
February, and have instructed salesmen 
that no new business is acceptable at 
less than $2.55, base Pittsburgh or 
Cleveland, on nails, an advance of 5c. 
per keg over the recent base on jobbers’ 
carloads. It is not that business is 
growing better that prompts. the 
stronger price attitude, but rather that 
recent prices have meant no more than 
an exchange of dollars and in some 
cases a loss. Jobbers report business 
in nails, fence and fencing material to 
be lighter than it has been. 

We quote from Pittsburgh jobbers’ 
stocks: 


Fence Wire 


(Per 100 Ib.) Annealed Galvanized 


Nos. 6 to 9 gage...... $3.00 $3.45 
Se Pe ere 3.0 3.50 
OS Bey errr 3.10 3.55 
ere rr a 3.15 3.65 
PE ovekbhcowe bred be 3.25 3.80 
SS IES Sa baie Se <9 ohare 3.35 4.00 
Rr ee eee 3.55 4.25 
i err er 3.75 4.45 
Barbed wire (per 80-rod spool): 
DOE MOREE octsescexeecatsepaee $2.90 
rr rer err ry 3.10 
i a: MELE EEELELELL ETO 3.35 
E CUREEOD: 65.65.0069 540.69 000002 3.10 
2-point cattle (special).......... 2.20 


SEEEEEE ccocedwes se ces canara see oe $39.00 
POD Sodas es0n sea reve ds ben.see 54.75 
SS ee or 27.10 
BIS ds Hvis snd ete Nd +5 ene 36.15 
PME - Wiiw.c9 509. 600% boas Rea 35.00 
Ee rr rer rrr 48.25 
Poultry: 
Oe, eee es oe eee ee $35.60 
No. ty oe eee eo 43.00 
ee | ON errr er err ero 48.50 
Steel Fence Posts: 
Galvanized Painted 
tubular formed 
ON Sa eG. SEC ake sncsees 
Serer 55c. each 38c. each 
fo eT 65c. each 40c. each 
(OS eer sre 45c. each 


t q 
Bright nails, base, per keg, $2.85 
to $2.90. 





Millers Falls Co. Makes 
Two New Screw Drivers 


Two new screwdrivers have been recent- 
ly manufactured by the Miller Falls Co., 
Millers Falls, Mass. Both tools have hexa- 
gon walnut handles of good grip and finish 
and a highly polished blade of properly 
tempered steel. 





No. 224, the regular model, comes packed 
six in a box. The blade length varies 


eS) 


No. 224 


No. 336 





from 2% to 24 inches, the width varying 
accordingly from 3/16 to 7/16 inches. 


No. 336, the cabinet model, is not quite 


so large. The smallest size blade is 2% 


| inches in length and the largest 12 inches. 


Qa —_—_ | 


This model has a narrower blade, coming in 
sizes from 3/16 to % inches. 


Reading matter continued on page 138 
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GRAHAM BROTHERS 


TRUCKS 


This is the finest engine ever used in % 67 9 


Graham Brothers Trucks and Com- 
%yeTON 


mercial Cars... Every advanced en- SSs 5 


gineering feature that is proven. 








1-TON 


See this new engine! . . . See it ‘12 45 


f ° . 
today! . .. Compare it with any naan 
engine ever built into any truck! a | 4 45 
GRAHAM BROTHERS 2-TON 
gv TROIT Chassis prices, 
ORABAM. SEOTHERS (CANADA) LUMITED. TORONTO. CATARI f. o. b. Detroit 


MORE POWER=<—MORE SPEED 
FASTER ACCELERATION 
MORE ECONOMY—MORE VALUE 
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Twin Cities Reports Gradually Increasing 
Volume of Business—Prices Steady and Firm 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, July 5.—General conditions in the Northwest 


tributary to the Twin Cities show some improvement. 


Warmer 


weather with some sunshine is giving hope that the corn crop will 
have a chance to grow. Other grains are all progressing very well 
and prospects are for an excellent crop. 

There is a gradually increasing volume of business in many lines 
marking the growing confidence of the people in the results of their 
labors for this year. With several large building projects under 
way in the larger centers, unemployment is being cut down. Road 
work also is claiming a small army of men in the Northwest. Farms 
are demanding more help, and with the harvest time for this sec- 
tion of the country drawing near, improved employment conditions 


are obvious. 


In every line of business the belief that better business will be 
experienced with the coming of harvest time is evident. Spring 
stocks are being moved by any means whatever, to make room for 
the later seasonal stocks. Prices in hardware lines, however, seem 


to be very steady and firm. 


AUTOMOBILE TIRES.—Demand is 
good, with stocks well filled. The tire 
market is seemingly in good shape, de- 
spite some entrants into the Northwest 
field. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 30 
x 3% Liberty cord, $6.60; heavy duty 
oversize, $8.75; 32 x 4 Liberty cord, 
$11.15; Heavy duty over-size, $14.50; 
balloon tire, 29 x 4.40, $9.65; 30 x 
5.25, $15.95; heavy duty, 32 x 6.20, 
$26.75; tan tubes, 30 x 3%, $1.70; 32 
x 4, $2.60; 34 x 4%, $3.25; balloon 
tire tubes, gray, 27 x 4.40, $1.90; 29 x 
4.40, $2.95; 30 x 5.25, $2.70; 32 x 6, 
$3.20; 32 x 6.20, $3.70 each, net. 

AXES.—Sales are rather slow at this 
time of year. Camp axes are in de- 
mand. Stocks are well filled, with 
prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $16 per dozen and 
double bit base weight at $21.50; 
Plumb’s Dreadnaught unhandled sin- 
gle bit, $14.50; double bit, $19.50; 
handled, single bit, $19.50; double bit, 
$21.25 doz, net. 

BOLTS.—Demand is steady, and fair. 
Stocks are well assorted, with prices 
firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
60 per cent; machine bolts at 60 per 
cent; stove bolts at 75 per cent; and 
lag screws at 60 per cent from new 
st. 


BRADS.—Sales are fairly good, with 
ample stocks on hand. Prices have 
not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes at 75 per cent from lists. 

BUILDING PAPER.—Call for build- 
ing paper is fair, with stocks kept in 
proportion to the demand. Prices have 
not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin sized 
sheathing paper in all weights, 20 
to 40 Ib., at $2.75 cwt., and tarred felt 
at $3.10 cwt., net. 


CHURNS.—Sales show a fair volume 


Reading matter continued on page 140 








of business, with stocks ample. There 
is no change in price. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Barrel type churns 
at 33% per cent from lists. 


EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Demand is steady, 
with a fair volume of business. Stocks 
are well filled, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga., slip joint, 
single head, 5-in. eaves trough, $5.50 
per 100 ft.; 28 ga., 3-in. conductor 
pipe, $5.40 per 100 ft., and 3-in, con- 
ductor elbows, $1.73 per doz., net. 


FIELD FENCE.—Call is still fairly 
good. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 10 ga. top and bot- 
tom, 13 ga., intermediate, 6-in, stay, 
26-in., $27.93; 32-in., $32.40; 39-in., 
$37.28 per 100 rods, net. 

FILES.—Sales are steady, with stocks 
well assorted. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files at 
50 per cent and second grade files at 
60 per cent from lists. 


GALVANIZED WARE.—Garbage cans 
are selling well, with a good demand 
for other items in this line. Prices 
are firm as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No, 1 
galvanized tubs at $7.25; No, 2, $8.00; 
No. 3, $9.25; heavy tubs, No. 1, $12.60; 
No. 2, $13.80; No, 3, $15; Standard 
10-qt. pails, $2.55; 12-qt., $2.90; 14- 
qt., $3.25; stock pails, 16-qt., $5, and 
18-qt., $5.50 per doz. net. 


GLASS AND PUTTY.—Sales are fair, 
with dealers keeping their stocks well 
assorted, but buying warily. Prices 
show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 84 per cent; 
double strength glass, 85 per cent, 
and strictly pure putty in 50-lb. 
drums at $4.85 cwt. net. 


HAMMERS AND HATCHETS.—Sales 





are steady and fairly good. Stocks are 
well filled, with prices firm. 

We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Maydole No, 11%, 
nail hammers, $12.60; Plumb, No. 
HF81, $12; Plumb, No. HF145, $6.12: 
Riverside, No. 61144, $12.00; Plumb 
broad hatchet, No. 2, $16.40; Shing- 
ling No. 2, $12.50; Claw, No. 2, $13.75 
doz. net. 


HOSE.—Lawn hose seems to be selling 
a little better than for the past few 
weeks. Stocks are still well filled. 


Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Bull Dog, % in., 
7-ply, 13%c. ft.; Competition, % in., 
3-ply, 74%c. ft. Good Luck, ® in.. 6- 
ply, 10c. ft.; Electric double braid, 
5% in., 50-ft. lengths coupled, 14%c. 
ft., net. 

ICE CREAM FREEZERS.—Demand is 
improving slightly. Stocks are full 
awaiting warmer weather. Prices have 
not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 
4-qt. freezers at $4.13 and 8-qt., at 
$6.75 each, net. 

Acme galvanized, 2-qt., 67c. each, 
and blue enameled, 2-qt., $1.50 each, 
net. 

LAMPS AND LANTERNS.—Common 
oil lanterns are moving rather slowly. 
Pressure gasoline lanterns for camp 
and touring use are selling well. Prices 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or _ short 
globe tubular lanterns, No, 2, $13 
doz.; No. L327 Coleman lanterns, 
$5.25; No, L427, $6; No, C329 lamps, 
$6.25; No. C318, $7; No. C317, $7.40 
each, net. 

LAWN MOWERS.—Sales are showing 
a good volume, with stocks still in good 
condition. Prices are firm as quoted. 

We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Philadelphia Styles 
A and C, 45 per cent; Style K, 40 per 
cent; Riverside ball-bearing, 14 in., 
$7.90; 16 in., $8.15, and. 18 in., $8.45 
each, net. 

MILK CANS.—Sales are very good, 
with ample stocks on which to draw. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad, 5-gallon 
milk cans, $2.65; wide neck, 8-gal., 
$3.20; wide neck, 10-gal., $3.30 each, 
net. 


NAILS.—Demand is fair, with stocks 


well filled. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, at $3.10 per keg, base and ce- 
ment coated wire nails in 100-lb. kegs 
at $3.10 per keg, base, net. 


OIL HEATERS.—Call seems to be 
diminishing with the coming of warmer 
weather. Stocks have been watched 
carefully by dealers, to meet the de- 
mand. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Nesco Perfect oil 
heaters, No. 12, $5.50; No. 15, $7.00: 
No. 016, $8.25; No. 0190, $10.50; No. 
151, $7.50; No, 0161, $8.75: No. 0191, 
$11.00; No. 505 Giant, $11.25; No. 605, 
$12.75 each, with discount in quanti- 
ties less than ten, 30 per cent; ten or 
more 30-5 per cent. 


(Continued on page 142) 
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SOLD ONLY TO THE HARDWARE TRADE 












Consider 
These Exclusive 
Features Now! 


Cw 


One Full Pound Net Weight 
Can Sells for 2§c. 
ECONOMY PLUMBER is 
the only high quality Drain 
Pipe Cleaner offering a full 

16 oz. can for 25c. 


i) 


Absolutely NO FUMES 


ECONOMY PLUMBER _is 
also the only Drain Pipe 
Cleaner which contains NO 
FUMES in its chemical ac- 


tion. 
CaS 


Harmless to Plumbing 


ECONOMY PLUMBER will 
not injure in any way, plumb- 
ing, enamelware or porcelain. 


ow 
Money-back Guarantee 


On the label of every can of 
ECONOMY PLUMBER is 
printed a Money-Back-Guar- 
antee which we back up to 
the limit. 








Cw 
Sold Exclusively to 
THE HARDWARE TRADE 


We confine the profitable 
business on ECONOMY 
PLUMBER to you, the Hard- 


ware Dealer. 
Cow 


Not Sold to Grocery or 
Drug Stores 






















is 3 times more profitable 
to you than any other brand 


Without cutting one cent from your profit, or reducing the 
, SIZE or QUALITY of the product, we dropped the price 


from 35 cents to 25 cents a can retail. 


| You can now make 3 times your regular profits on Drain 


Pipe Cleaner because ECONOMY PLUMBER alone 

offers— 

1. A lower price to the consumer plus a larger profit 
to you. 

2. Absolute assurance of repeats due to larger size 
for the money, ABSENCE OF FUMES and 
superior action. 

3. Your customers cannot buy Economy Plumber 
from Grocery or Drug Stores. 


They must buy from you. 


Order From Your Jobber of M ai | th 1S, 








DRAIN PIPE 
CLEANER 





THE ECONOMY PLUMBER CO., 
39 Lispenard St., New York, N. Y. 


PLEASE SHIP THROUGH OUR JOBBER 
ad sy Sik Die DOZ. 1 LB. CANS @ $9.00 PER DOZ. 

of ECONOMY PLUMBER Drain Pipe Cleaner. 

I 55) 604s oa d's Space cwe cakes OR GA Unik i 
po | ee errr ee 
YOUR NAME ...... re ee Sit emt 2.5 eae 
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Everybody’s Business 
(Continued from page 114) 


result we all agree that “something must be done,” but 
our visionary powers appear to surpass our creative abil- 
ity. We are long on “good intentions” and short on 
ways and means. 

And let no one be deceived into believing that it is 
easy to provide plans and specifications for the new eco- 
nomic order. So many contradictions surround us that 
we cannot even reach a common ground of thought with 
respect to such basic institutions as politics and educa- 
tion. Long ago we departed from the principles of gov- 
ernment set forth by our forefathers. The centraliza- 
tion of power in the hands of commissions, mostly ap- 
pointed by the President, is in opposition to our early 
fundamentals. Now instead of business being governed 
by laws created by Congress, it is largely controlled by 
boards, commissions and bureaus such as the Interstate 
Commerce Commission, the Federal Reserve Board, the 
Shipping Board, the United States Tariff Commission 
and the Federal Power Commission. This concentrates 
tremendous power in the hands of men appointed by the 
head of the nation, and largely substitutes a bureaucratic 
government for a government of law. 

It is only natural that those who believe in the infalli- 
bility of our foundation principles should roundly criti- 
cize the removal of regulatory powers from the hands of 
legislators. But it is pertinent to ask where we would 
be today if we had been compelled to wait for our great 
law-making bodies to settle their differences and take the 
action necessary to modernize current customs and prac- 
tices. Even now in some of our greatest States the 
representatives of the people in the legislatures are 
wholly unable to comprehend the simple fundamentals 
of enlightened public service. This refusal to delegate 
powers to the Public Service Commissions in such Com- 
monwealths as New York is preventing the introduction 
of lower rates by some of the utilities, thereby perpetu- 
ating the use of raw coal with its air pollution, excessive 
laundry bills, damage to property and health and increase 
in traffic congestion. It is no more necessary to burn 
raw coal than to draw water from an old-fashioned well 
in the back yard. 

It is very easy for one to say that truth will prevail 
eventually and then dismiss the problem as being already 
on the road to solution. It was evident long ago that 
unworthy and unqualified students should be kept out 
of our crowded colleges, many activities curtailed and 
the courses more vocationalized, ethics taught as a pri- 
mary subject, professionalism in athletics eradicated, 
extravagance discouraged, and candidates for education 
selected on a basis of intellectual achievement and prom- 
ise rather than for less tangible qualities such as the in- 
herited privilege of being the son or daughter of an 
alumnus. Few things are more basic in our national life 
than education and yet we pursue methods that should 
have been abandoned decades ago. 

The big point is that we seldom change an accepted 
practice or a common habit until forced to do so by 
urgent necessity. New inventions are coming at the rate 
of one every seven minutes and it is impossible to pre- 
dict what will be the ultimate effect of any discovery. 
The radio and the automobile have reversed the migra- 
tory movement from farm to city, and this has all hap- 
pened while we were hopelessly debating what to do 
about our deserted farms. The big trust that was in 
high disfavor a few years ago now has most of the ad- 
vantage, for it is only the powerful organization with 
its immense facilities for research that can so increase 
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its manufacturing efficiency as to reduce operating costs 
as rapidly as price levels decline. 

Probably the thing of greatest importance and the 
one we know the least about is the growth of population. 
The figures covering the last century supply us with no 
good base for future calculations. We have passed 
through a period of exceptional growth due largely to 
scientific achievement, the development of transporta- 
tion, and the occupation of what were heretofore waste 
lands. The population of North America remained prac- 
tically stationary at about a million inhabitants for more 
than a hundred generations. Our continent yielded to 
bow and arrow sustenance for just that many people, 
and the population total refused to pass this limit until 
the white man came with his machinery and started to 
produce the necessities of life for a hundred times as 
many people as had occupied the land in the ages gone 
before. 

If we go back through the centuries we find that two 
acres of cultivated land were added for each increase of 
one in the population. As we reach population satura- 
tion, the future will be regulated by the production of 
synthetic foods and the introduction of enforced diets. 
Such developments coupled with plans for intensified cul- 
tivation will engage our attention before any effort is 
put forth to restrict births. In fact, we may find even- 
tually that birth rates and death rates are secondary mat- 
ters, being determined ultimately by such economic con- 
siderations as an adequate food supply. 

Then there is the possibility that a revolutionary dis- 
covery will upset all calculations. Professor Steenbock’s 
disclosure that ultra-violet rays will greatly increase the 
vitamin content of foods may eventually solve the great- 
est problem of China and India, which is national nutri- 
tion. China probably has more undeveloped natural 
wealth than any other nation and the provision of more 
vitamins may enable her to catch up with present-day 
civilization. 

So many of our ambitious generalizations are built 
either on thin air or on faulty analogies. The mere sta- 
bilization of prices and foreign exchange through exer- 
cising control of the supply of money metals would 
doubtless bring results no one can now anticipate. We 
regulate the production of common commodities like 
rubber, so it is safe to say we can regulate the produc- 
tion of gold. An international body could buy up gold 
mines and gold-bearing lands in the interests of every- 
body, and then control the production of the metal in 
such a way as to stabilize its value or purchasing power. 
Similar conditions of uncertainty will be found in any 
direction we turn, which indicates the necessity of being 
everlastingly on the lookout for the new roads that 
branch off the beaten highway to virgin fields of oppor- 
tunity. 


You Never Know 


After drinking a couple glasses of the cut price lem- 
onade, the man approached the lad in charge of the other 
little business and addressed him: 

“Young man, how can you expect to sell your lem- 
onade at five cents, when you have a competitor offering 
the finest lemonade I ever drank at two cents?” 

“Well, mister,” answered the boy, “we’re in partner- 
ship. The cat fell in his bowl an hour ago and we de- 
cided to get rid of his lemonade quick before the news 
spread.” 

So there you are. Whenever you find similar products 
bearing a considerable difference in price—look out— 
the cat has fallen in some place along the line. 

Quality has been cheapened—substitution has been 
made—something necessary has been left out.—Bottles. 
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22,000 Hardware Dealers 
Certainly Can’t Be Wrong! 


Amid the confusion and fog of claims and counter 
claims, Warren prestige stands out as a beacon 
light pointing the way to greater service, con- 
fidence and quality. And this quality is never an 
accident. It is the result of high intention, sin- 
cere effort, intelligent direction and skillful execu- 
tion—a knowledge of the practical needs of the 
retail hardware dealer. 


Warren Fixtures and Display Tables 


The above bird’s-eye view of the Duncan & 
Goodell Store, Worcester, Mass., well demon- 
strates the remarkable 
sales effectiveness of 
Warren Fixtures. 
Whether you need a 
single unit or a com- 
plete installation, we 
will gladly help you plan 
your store. 





Warren Display Tables, 
8 with Glass and finished 
Wood Compartments, 
boost sales by remind- 
ing and urging cus- 
tomers to buy more and 
wait upon themselves. 
This modern idea in 
Display Table merchandising,is paying big divi- 
dends everywhere. 





If planning store changes, send for 
the Warren Catalog of Store Fixtures. 
Check and return coupon. 


“Sell from Display Tables’”—a folder 
showing the possibilities of this 
method of displaying and selling mer- 
chandise. Check and mai the 
coupon. 


J. D. Warren Mfg. Company 
208 W. Washington Street Chicago, Illinois. 


J. D. Warren Mfg. Co., Chicago, Iil. 
Please send me: [J The Warren Fixture Cata- 
log. [© Display Table Folder—‘‘Attract More 
Sales,’’ as featured in Hardware Age. 
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PAINTS AND WHITE LEAD.—Paint- 
ing is well under way for the spring 
season although rains have retarded 
the work. Stocks are well filled. Paint 
prices are unchanged, but white lead 
is slightly lower in price. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gal., in one-gallon 
cans, and white lead in 100-lb, con- 
tainers at $12.48 cwt., net. 

PLANTERS.—Corn and potato plant- 
ters are beginning to sell more slowly, 
as the season is practically past. 
Stocks are cut down and prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities. Acme corn plant- 
ers, or Acme potato planters at 
$9.75 doz., net. 


POULTRY NETTING.—Demand is 
good, with good stocks from which to 
draw. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities Hexagon mesh 
poultry netting at 60 per cent from 
lists. 


PUMPS.—Sales of water supplies con- 
tinue to be good. Stocks are ample, and 
prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming No. 440, 
plain spout windmill force pumps, 
6-in. stroke, $6.85; adjustable stroke, 
$7.50; No. 495 Underground discharge 
windmill force, adjustable _ stroke, 
$14.35; No. 415, $14.65; No, 103 hand 
lift, 6-in. stroke, $14.25; No. 182 hand 
lift, 6-in. stroke, 6-ft., set length, 
$5.25 each, net. 


REGISTERS.—Demand is steady, and 


Parlor Furnace Now Made by 
Globe Stove and Range Co. 


As a companion product to the Globe 


” 


‘Glow-Boy,” the Globe Stove and Range 
co., Kokomo, Ind., announces a new 
parlor furnace, which is described as a 


high grade product somewhat different in 
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Twin Cities Market 


(Continued from page 138) 


with fair volume. Prices have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron registers, 

20 per cent, and wrought steel regis- 
ters, 40 per cent from lists. 
SASH CORD AND WEIGHTS.—Call 
is steady, with stocks well filled. There 
is no change in prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 6lc. lb., second grade, 3lc. Ib., 
and cast iron sash weights, $2.10 
ewt., net, 

SCREEN DOORS AND WINDOWS.— 
With the insect season well upon us, 
screen protection is in demand. Sales 
show a corresponding increase. Stocks 
are in good condition, with prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common 2-8 x 6-8 
screen doors, $1.58; and fancy 2-8 x 
6-8 screen doors, $1.97 each; Sher- 
wood adjustable 24-in. window 
screens, $6.20; and Wabash extension 
24-in. screens, $5.00 per doz., net. 

STEEL SHEETS.—Demand is fair, 
with ample stocks on hand. Prices 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt. base (24 ga.), and 
black steel sheets at $3.95 cwt., base 
(24 ga.) 

TIN.—Call for roofing tin is steady 
and fair. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b; Twin Cities: Furnace coke ICL 
20 x 28, $14.50 box, and IC, 20 x 28, 
8-lb. coating roofing tin, $15.75 box, 
net 


| WHEELBARROWS.—Sales are steady 


design and construction and selling at a 
lower figure. 

Embodying the same construction fea- 
tures which have caused the “Glow-Boy” 
popularity, the new model is unusually at- 
tractive in appearance. It/is to be known 
as the Globe “Ray-Boy” and will be the 
subject of a vigorous merchandising cam- 
paign, according to the factory announce- 
ment. 

The “Ray-Boy” is composed of a cast 
iron furnace with a fire pot of generous 
size and radiator, surrounded by a_ sub- 
stantial double casing, so constructed that 
a strong circulation of air is set up im- 
mediately after the fire is started. 

An interesting feature of the new fur- 
nace is the design of the ash pit. The pit 
itself is unusually large and the door is 
placed at the side, giving the front of the 
furnace a distinctive appearance, and pro- 
viding a convenient means of removing the 
ashes. 

The fire door is large, permitting the 
entrance of large pieces of wood or blocks 
of coal. The triplex bar grate makes pos- 
sible the use of any kind of fuel, while 
a special wood grate can also be furnished 
if desired. 
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for contractors’ equipment. Demand 
for garden barrows shows a falling off. 
Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Queen B fully 
bolted barrel type tray wheelbarrows, 
$40.00 doz.; Meteor, fully bolted, 
$36.50 doz.; No. 2T tubular, $7.33 
each; No. 10 Gopher, $4.00 each, and 
No. 1G American garden, $6.25 each, 
net, 

WIRE.—Fence wire is meeting with a 
slightly less demand, as the farmers 
are getting into haying and other farm 
work. Stocks are in good condition, 
with prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
wire, $3.09 per 80-rod spool; gal- 
vanized hog at $3.30 per 80-rod —, 
special galvanized hog (14 ga.), $2.47 
per 80-rod spool; smooth black iron 
wire, No. 9, $3.10 ewt., and smooth 
galvanized wire, $3.55 for No. 9, net. 

WIRE CLOTH.—Demand is very good, 
and some dealers are refilling their 
assortments. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted wire 
cloth, 12 x 12 mesh, $1.70 and alumi- 
num, 12 x 12 mesh, $2.10 per 100 ft., 
net base. 

WRENCHES.—Garages are buying 
better in the tool line. General demand 
remains steady. Stocks are well as- 
sorted, with prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent and Trimo 
pipe wrenches, 65 per cent from list. 
Bemis & Call, long sleeve nut, 10-in., 
$1.70; 12-in., $2.05; 15-in., $2.75 each, 
net, 


New Pry-Wrench Solves 
Transmission Band Problems 
An ingenious little tool that performs 

three operations is now being manufactured 
by Stevens Walden-Worcester, Inc., of 
Worcester, Mass. 


We il Sy 


Ve 





The Pry-Wrench is for use on the Ford 
transmission band. The pointed end or 
“toe” slips in between the collar and the 
end of the band, for prying the collar off. 
The two pins, which can be seen on the 
Pry-Wrench illustration, are placed back 
of the collar lugs. With the “toe” of the 
wrench against the end of the transmission 
band for a fulcrum, a movement of the 
handle is said to bring the collar down flat 
to the band and draws it forward, so that 
the anchoring pins lock into their slots. 
The other end of the bar is formed into a 
convenient wrench for the nut of the trans- 
mission band bolt. It is slightly bent to 
gain easy access to the nut. 
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are not made 
from castings, but 
from solid bars 
of extruded brass, 
machined out to 
receive mechan- 
ism. They are 
made in ten dif- 
ferent sizes from 
1 of an inch to 
23% inches. 

Their worth’ is 
proven by their 
consistent  satis- 
factory perform- 
ance at all times 
and under all 
conditions. 





2880 Line 


These Cast 
Bronze Padlocks 
are very artistic- 
ally made _ from 
cast bronze met- 
al, machined out 
to receive an all 
rust proof mech- 
anism. The shac- 
kle is of wrought 
bronze, drop 
forged to create 
more strength, 
durability and 
better appear- 
ance. Made in ten 
sizes from *% 
inch to 3 inches. 


A Cast Iron 
Padlock for 
innumerab | e 
uses. Fin- 
ished in rust 
proof Bower- 
Barff, nickel 
plated pan- 
els, heavy 
steel nickel 
plated shac- 
kle. Warded 
mechanism. 
Size 2% in. 
A strong, 
sturdy lock 
priced to sell 
quickly. 





No. 9845 


Write today for circulars describing our line 
of Padlocks, Automobile Locks, Cabinet Locks, 
Trunk, Suitcase Locks and Trimmings, Miscel- 
laneous Hardware, Keys and Key Blanks, 
Apartment House Letter Boxes and Home 
Savings Banks. 


CORBIN CABINET LOCK CO. 


Tue AMERICAN HARDWARE CORPORATION $3 Successor 
NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 
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Why Farmers Buy 


American Steel & Wire 


Company Fences 







Fatty 


Ld 


The definite reasons why farmers 
buy American Steel 8 Wire Com- 
pany Fences are the reasons dealers 
find them easy to sell. 


The enviable reputation our 
fences held among farmers has been 
built up over twenty-six years of 
most satisfactory results, Coupled 
with this reputation is our guar- 
antee that American Steel & Wire 
Company Fences will equal or out- 
last any other fence made of the 
same size wire and erected under 
the same conditions. 


Our dealers are protected against 
the loss of a sale, where fences, gates, 
and steel posts are needed quickly, 
by our strategically located ware- 
houses. Our national advertising is 
constantly telling farmers the coun- 
try over, the s.ory of American Steel 
& Wire Company products. 


Write today for complete informa- 
tion including the details of our mer- 
chandising policies. 


Zint Insulated 


American, Royal, 
Anthony, U.S., National, 


Monitor and Prairie 
Fences, 
Steel Gates and Steel Posts 


Dealers Wanted Everywhere 
Write for Sales Plans 


American Steel & Wire 
Company 


Sales Offices: Chicago, New York, Boston, Cleveland: 

Worcester, Philadelphia, Pittsburgh, Buffalo: 

Detroit,Cincinnati,Baltimore, WilkesBarre,St. Louis: 

Kansas City, Minneapolis, St. Paul, Oklahoma City. 

Birmingham. Atlanta, Memphis, Dallas, Denver, 

Salt Lake City, U. S. Steel Products Co., San Fran- 
cisco Los Angeles, Portland, Seattle. 
































f 
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STANDARDS OF PRACTICE (Continued from page 112) 


nual quota by months, according to the 
percentage of annual business generally 
obtained in each month, and check against 
the monthly quota the actual sales for the 
period. 

III. From the expense and sales esti- 
mates determine the point which the total 
cost of doing business should reach at the 
end of each month and check this figure 
monthly with the actual experience. 

IV. Control purchases by fixing the 
amount which should be invested in mer- 
chandise at the time of the next inventory, 
and then determine the monthly amounts 
that can be spent for merchandise during 
the year so that purchases will not be dis- 
proportionate to sales. 

V. Collections may be speeded, and capi- 
tal thus more profitably employed, by hav- 
ing definite information as to the number 
of months’ credit sales that are repre- 
sented by the amount of accounts and notes 
receivable due the retailer at the end of 
each month. It should be a regular part 
of the accounting work to determine this 
figure and to make not only monthly com- 
parisons, but, after the plan is in the sec- 
ond year of operation, to check every 
month’s figures against the corresponding 
month of the preceding year, that the 
credit tendency may be accurately ascer- 
tained and the required measures applied. 

VI. In Business Control the hardware 
retailer should find the means of deter- 
mining most quickly and accurately the 
weak and strong factors of his position 
as a merchant, and, by assigning himself 
definite tasks which must be accomplished, 
be better able to plan for successful oper- 
ation. 


Merchandise Control 


Competition, service demands, quickly 
changing styles, rapidly shifting consumer 
tastes, and the high unit cost of merchan- 
dise, as compared with a decade ago, all 
make imperative higher standards of accu- 
racy in the purchase of merchandise than 
ever before. 

I. The requirements for intelligent buy- 
ing include not only knowledge of mer- 
chandise and markets, but definite infor- 
mation as to the frequency of sale of 
specific items in order that the merchant 
may properly determine requirements, 
eliminate unnecessary merchandise and 
maintain the proper ratio of inventory to 
sales. 





II. In keeping with such requirements 
the retailer should provide himself with 
methods for recording inventories and pur- 
chases of given lines in order that he may 
exercise either departmental or unit con- 
trol, or both, over his stocks. 

III. Through departmental control he 
will group inventories, purchases, and sales 
of related lines in such manner that his 
records will show the merchandise invest- 
ment, stock turn and margins produced by 
such departments. 

IV. He will fix definite limits as to the 
amount of money to be invested in each 
department and check the departmental fig- 
ures monthly to determine that such limits 
are not exceeded. 

V. The retailer whose business is not 
sufficiently large to justify departmental 
record keeping, but whose sales are in ex- 
cess of $25,000 annually, will provide rec- 
ords showing inventories and purchases of 
specific items in order to determine his 
purchase requirements, thus making it pos- 
sible to control stocks of at least the major 
lines carried. 

VI. Such records will be used by the 
retailer not only when he makes his pur- 
chases, but will be constantly studied with 
a view of deducting items for which the 
demand is changing, of eliminating dupli- 
cate lines, indicating slow moving items in 
order that he may maintain an adequate 
balance of stock, avoid unnecessary invest- 
ment, increase stock turn, and render such 
service to the community as will insure 
increased patronage. 


Organization and Management 


A clear comprehension of the functions 
of the hardware retailer as a purchasing 
agent for his community should cause him 
to realize that he has voluntarily assumed 
specific obligations, and to accept and live 
up to certain well-defined standards of 
practice in the organization and conduct 
of his business. 

I. Without adequate capital he cannot 
properly fulfill the obligations he has un- 
dertaken, while, on the other hand, the 
use of an unnecessary amount of capital 
should be avoided. , 

II. He should strive to control his 
finances in such manner as to take advan- 
tage of the attractive additional earnings 
to be secured through discounting his bills, 
recognizing that income from such source 





constitutes a considerable portion of the 
profits made by retailers. 

III. He should thoroughly acquaint him- 
self with the merchandise he proposes to 
handle, as to its uses, quality, adaptability 
to the needs of the community, and the 
prices for which it can be secured. 

IV. He should be thoroughly informed 
of all sources of supply in order that as 
a properly functioning purchasing - agent 
he may secure the best values and render 
the best service possible. 

V. His employees should be carefully 
selected for their fitness for the various 
positions they fill. Their appearance, char- 
acter, and ability should reflect credit upon 
the organization. The merchant should 
recognize his obligation to train employees 
for efficient service to the public, as well 
as to adequately compensate them for 
duties performed. 

VI. His merchandising policies should 
square with unquestionable ethics in his 
relations with both suppliers and con- 
sumers, as well as with those other mer- 
chants he meets upon the competitive plane. 

VII. In the administration of his busi- 
ness he should be a close student of chang- 
ing trends, giving his time to such matters 
of research as will enable him to be in- 
formed of the changes that are occurring 
with particular relation to the effect upon 
his business and community. 

VIII. He should apply the principles of 
business control necessary for the highest 
type of administration and should use such 
methods in conjunction with serious think- 
ing and careful planning for the advance- 
ment of his business and craft. 

1X. He should exemplify a high type of 
leadership, setting for his employees the 
kind of example they should follow, and 
assigning to them fesponsibilities which 
will cause them to develop. 

X. In the affairs of his community he 
should always be willing to assume leader- 
ship in any cause for the common good. 

XI. He should realize that the function 
of good management is highly important 
to the development of his business. It in- 
volves not only careful advance planning 
and thought of the future which requires 
clear business vision, but the ability to 
carry through the plans determined. It 
carries with it the necessity of develop- 
ing subordinates through the delegation of 
responsibilities and the exercise of such 
leadership as will win admiration and 
loyalty. 





Final Session Open Discussion Summarizes 
High Lights of Congress 


HE report of the committee on Or- 
ganization and Management given at 
the final session of the Congress was in 
fact a rather comprehensive summary of 
the discussions of all of the previous ses- 
sions and left little subject matter debat- 
able on the floor by the delegates. How- 


ever, some of the thoughts contributed by 
the members in addition to the report and 
the men who gave them were: 

B. Sherrod, Lubbock, Tex., was of the 
opinion that hardware store clerks were 





in the need of better education regarding 
the merchandise they sell and a training to 
know the differences in values of that mer- 
chandise. 

C. S. Grabill, Nampa, Idaho, made the 
statement that business no longer came into 
the store, but that it was necessary for the 
dealer to go out after it. 

Alfred Rosenberg of Connecticut, also 
recommended the employment of outside 
salesmen or solicitors. It was his experi- 
ence that such solicitors made contacts 
and gained many new acquaintances for the 





store as well as directly increasing the 
volume of sales profitably. 

Atkinson, Brooklyn, N. Y., ad- 
vocated the delegating of more responsi- 
bility to employees, not only to give them 
more interest in their work but also to give 
the employers more time for other work. 

Thomas B. Howell, Richmond, Va., in 
summarizing both the report and the dis- 
cussion touch on the evolution of business 
conditions and urged the hardware men to 
be ready to serve this changing trend of 
buying. 
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Look Through Your Tool Box at Home 


Ten to one there’s a wrench in it—and it’s more than likely that 
it’s a Coes Wrench, because the Coes is the most popular screw 
wrench made and most dealers sell it and use it. 


In thousands of homes you will find Coes Wrenches in the tool 
boxes. Some prefer the Wood Handle, others the Steel Handle, 
but the style doesn’t matter. It’s the SERVICE customers get 
out of the COES Wrench that makes them buy another COES 


when they need one. 
Sell the COES and you sell SERVICE. Your Jobber will supply 
you 


COES WRENCH COMPANY 
Seon ‘ “In Business Since 1841” 
€ our wh Worcester Mass. 


\ els 
ta ‘0 pa g 5 Ju Go MieGarty & Cos... 0... cccus 253 Broadway, New York 
Ae Selling Agents John H. Graham & Co. ..... 113 Chambers Street, New York 
Fenwick Freres............ 8 Rue de Rocroy, Paris, France 




















SOMETHING NEW UNDER THE SUN! 


Useful wherever 
large areas are to 
be cleared of 
snow. 


A worthy addi- 
tion to our line 
of Snow Shovels, 
Hay and Lawn 
Rakes,  Shin- 
gling Brackets, 
etc. 






GALVANIZED 
SNOW SCOOP 
No. 81 





Rugg Mfg. Co. 
Greenfield, Mass. 


Send for our complete catalog 


Heavy welded-tubing handles extend under the galvanized bottom 
of these scoops, forming runners on which they ride when loaded. 
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She’s all set 


for Summer. . . 


T this season of the vear 
when scantier costumes 

are the vogue, every woman 
becomes more concerned 
with the problem of super- 
fluous hair. It is no won- 


der, then, that Shavette 
makes such a winning 
appeal. 


Women have learned that 
Shavette removes hair as 
cleanly as a razor, or the 
strongest depilatory without 
coarsening or stimulating 
the growth, or injuring the 
most delicate skin. In ap- 
pearance Shavette resembles 
a hair clipper, yet does 
something no har clipper 
can do. 


Our national advertising 
has spread the news fast! 
Now is the time to have a 
good supply on hand and 
to display Shavette. 





Our Shavette counter dis- 

play is building business 

for others—Iet it do the 
same for you. 


H. BOKER & COMPANY, Inc. 
101-103 Duane Street 


Makers of the celebrated “TREE BRAND” 


Scissors, Pocket Knives, Carvers, etc. 


Shavett 


ato vs PaT OFF 





New York City 
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CHRADE SAFETY 
Push Button Knife 


No Break: 
le Breathing of 


<— Safet 
Lock” 





Push the button and the blade opens auto- 

matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE FVERLASTI NGLY SHARP MARK 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden N. Y.—Middletown, N. Y. 





GENUINE <> 


|. STAINLESS 


oO ol al 


Willnot rust 


stainor tarnish. 
fi] 


«1 Gmplete Line ~ 
! Amost items fo 
i jrelad at 255 


JOBBERS... DEALERS // | 
PEEAV rite today for pr 


+ 


ny. WAY bul O00 tn OF OM it By On @ MOCO) 


Dep 7 ROCHESTER, N. ( Ss 
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CUTLERY 











MERCHANDISING IDEAS — 


+ 


NEW ITEMS 








Here’s Merchandising Logic 
for the Cutlery Dept. 


“All good cutlery is sold on confidence. | 


What’s the use of creating five dollars’ 
worth of confidence and then showing a 
seventy-five cent knife? Build up the con- 
fidence, but show the knife that will justify 
such confidence. A three dollar knife sale 
is aS easy to make as a seventy-five cent 
one, and it adds to the customer’s satis- 
faction and the store’s profit,’ said a 
veteran cutlery salesman at a recent hard- 
ware association meeting. 





Hair Clippers and Curlers 
Make Combination Displays 


Barker, Rose & Clinton Co., Elmira, 
N. Y., have an interesting cutlery depart- 
ment in the front of the store. A com- 
bination display board featuring hair 
clippers and electric irons has been one of 
the best business getters of this section. 
The clippers and short length electric curl- 
ers are both intended primarily for the 
girls with bobbed heads. Kenneth Leve- 
good, the company’s energetic display man, 
cut out from a magazine cover a picture 
of a pretty girl with red bobbed hair. This 
picture, mounted on the center of the card- 
board, helps attract attention to the two 
items on display. The cardboard measures 
about 15 inches wide and 20 inches high. 
The clippers and curling iron are secured 
with light wire. Prices of each are fea- 
tured on the card. 


Men Will Appreciate Com- 
plete Shaving Service 


Men as a rule do not enjoy shopping 
and the visiting of several stores for pur- 
chases which might easily be obtained at 
one counter. This is particularly true 
with shaving equipment. There is no rea- 
son why the hardware store cutlery de- 
partment should not offer men a complete 
shaving service. Razors, hones, strops, 
safety razors and blades and brushes you 
will find in every cutlery department. The 
man buying any one of these items will 
need shaving cream, or soap, or powder, 
after-shaving lotions, talc powder and 
mirrors. Many successful hardware stores 
find that a carefully picked stock of these 





specialties increase their sales of regular 
shaving equipment. About $30 invested in 
powders, shaving soap and mirrors would 
probably be sufficient to enable you to offer 
a complete shaving service. The average 
man prefers the hardware store, and if he 
learns that you can fix him up all the way 


| through he will be your friend and your 


customer for shaving necessities. 





Camphor Prevents Tarnish 
on Silverware, Cutlery 


A few camphor balls placed in the show 
case with silverware, shiny cutlery and kin- 
dred items with a high luster will help pre- 
vent these lines from tarnishing. Cornell 
Bros., Tuckahoe, N. Y., use this plan very 
successfully. The camphor balls are easily 
obtained in any neighborhood drug store. 
A handful may be distributed around the 
ordinary case. Cornell uses a light crepe 
paper for display contrast. The camphor 
balls may be placed underneath the crepe 
paper without losing the effectiveness. 





A Partly Whittled Stick Will 
Help Your Sales 


Every boy from six to sixty has an in- 
stinctive desire to sit down, whittle and 
muse. Whittling any old piece of avail- 
able wood is a real American institution 
which appeals to all men. A block of wood 
partly whittled with a jack knife blade 
partly inserted in an incompleted slice will 
make a mighty nice display feature for the 
corner of your window or counter display 
on pocket knives. A small show card, 
reading “Good knives for whittling at so 
much,” or with some similar selling ap- 
peal, would bring in many extra sales on 
pocket knives. 


Women Like Open Displays 
Ideal for Kitchen Knives 


Women like to pick up merchandise, 


examine and then buy. Open display 
tables or open trays of kitchen knives 
should be very helpful in selling the 


women buyers. They always need paring 
knives, bread knives, meat knives, spatulas, 
grape fruit knives and countless other 
kitchen items. 





| Boston Store Meets Prices 
| on Blades and Sells Them 


Moe Cohen of Haymarket Hardware 
| Co., Boston, Mass., can’t understand why 
hardware dealers don't fight for business 
which belongs to them. Take safety 
razor blades, for example. When drug 
stores, cigar stores and other retailers 
offer blades at cut prices as bait for other 
goods, Moe goes them one better. He 
has a small glass shelf inside of one win- 
dow. It is kept in place with two rubber 
suction buttons. The shelf measures five 
by fifteen inches and is sufficient to dis- 
play several makes of razor blades. Above 
each brand is a price lower, or at least as 
low, as any other store in Boston. 


U. S. Cutlery Exports In- 
creased Nearly One 
Million in 1926 


Although the British market was vir- 
tually cut off, the United States shipped 
nearly $10,000,000 worth of cutlery to 
foreign countries during 1926, the Iron 
and Steel Division of the Department of 
Commerce reports in a recent statement. 
Following is the full text of the statement: 

United States exports of cutlery for the 
year 1926 to all countries other than the 
United Kingdom were valued at $9,270,- 
375, an increase of $1,107,378 over the 
amount shipped tosthe same countries in 


1925. Total exports of cutlery from the 
| United States, including shipment to 
United Kingdom, in 1926 were valued at 
$9,405,677. 

France was the largest purchaser of 
American cutlery in 1926, its takings be- 
ing valued at $1,348,699, representing a 





| gain over its purchases in 1925 of 51,226,- 
843. Next in importance in cutlery pur- 
chases was Germany, whose receipts in 
1926 were valued at $728,920. Canada 
was third in importance in this trade, its 
receipts being valued at $848,226, repre- 
senting an increase of $194,061 
pared with its purchases in 1925 of $654,- 
165. 
trade was Italy, shipments to this country 
being valued at $766,607 in 1926, represent- 
ing a gain of $123,823 over 1925 receipts 
of $642,774. 


as com- 


A close fourth in importance in this 
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Sparklet Syphon 


f 
vthp 
HAG & 
N78 


1 Soda Fountain 
iil the Home- 


a Py , ’"Most everybody likes carbonated 
‘a a | drinks. Witness the popularity of 










yf Bary iy, the soda fountain. The Sparklet 
i 2 } ab ? Syphon puts soda fountain conve- 
WP fl? iy, ths ' nience in every home. 
Bia vitae ip! . 


Sparklet Syphons make it easy to 
carbonate All Beverages and Fruit 
Flavors instantly. They make your 
favorite drink Pure and Sparkling 
at half the cost of a glass of soda 
water. 





To help you get this home trade we 








are making a 


Special Introductory 


Offer to Retailers— 


W hat the Retailer Gets: 


6 Sparklet Syphons at............:.2ceeecescececceeees $48.00 per doz. 
EI RE ooo oooh vic cia sinne pots cae seine 1.15 per doz. 
6 Pint Bottles of Assorted Flavors of Sparklet Brand 

6.00 per doz. 


NE acckssecceeacusersees seep bse besewanees 
And To Help You Get Business 
We Send You FREE With This Assortment 


36—4 oz. Bottles of Assorted Flavors of Sparklet Brand 
Syrups (packed 6 in a carton), valued at .............. $9.00 


This enables you to give your customers this $1.50 additional value in the 
Special Home Assortment without cost to you. 


We also include FREE to Retailers, 
50 Cards for Mailing to Your Customers, calling their attention to the 
Special Home Assortment, ‘ 
2 Display Counter Cards, a Special Window Trim, 
50 Attractive, four-color, 16-page Sparklet Recipe Books, and a 2-page 
Folder containing window display suggestions and proofs of electros 
for your local advertising. 


YOU RECEIVE THE ABOVE ASSORTMENT VALUED AT 842.90 FOR 
ONLY $33.90. 


What Your Customer Gets: 
SPECIAL HOME ASSORTMENT 


SU INU sos esuienoanaateuneaawes $6.00 
ee errs ree rer ee 1.50 per doz. 
6—4 oz. Bottles of Assorted Flavors of Sparklet Brand 

Pe ETE co's Stk ac cee a uae so V eck soe seb bei bu « 1.50 


Your customer gets this SPECIAL HOME ASSORT- 
Se BS WE EOD BE ig oo ok 5s heh dec eeens 


You will have constant calls for Sparklet Bulbs and Syrups. 
Order from your Jobber. If he cannot supply you—write to us. 


SPARKLETS, INC., 19 West 44th St., New York, U. S. A. 


Pacific Coast Sales Agents: Phil. B. Bekeart Company, San Francisco, Cal. 
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Cutlery Hints From Three Stores 


These displays of cutlery have been successfully used by these 
three hardware stores. You can get some suggestions for your 
own use from these photos and descriptions. 


UCCESSFUL cutlery departments in the better hardware scissors, shears, razors and knives have potent display values. 
stores usually include silverware, alarm clocks, silver plate, | Nicholas Hardware Co., at Oak Park, Ill. follow this practice 
fountain pens, silver pencils and such specialties which with very profitably. The photo on the left shows one section of the 
cutlery department. iaiid 
Sliding glass doors give easy access 
to stock displayed on panels. Adjustable 
glass shelves make wall cases adaptable to 
all sorts of specialties and the semi-circular 
counter permits a handy display of season- 
able or special sale items in this department. 
* The counter front display panels are di- 
vided into three parts. Scissors and shears 
take up one section and miscellaneous kitchen 
cutlery has another. The center panel fea- 
tures carving sets, steels, cleavers and a few 
other special purpose knives. The top of 
the counters have ample display space under 
glass to show pocket cutlery and other 
small sized items. 































Inclined panels used by Davis-Hunt-Collister Co., Cleveland, 
Ohio, brings these cutlery lines up to meet the eye level and make 
it easy for customers to inspect the line. This picture shown 
at the right offers you an idea of the way this Buckeye firm 
presents heavy duty, special purpose, kitchen and other types of 
knives. Note also steels and sharpening stones, which are 
kindred to the knives and should be displayed with or near them. 
Each item has a button with stock number and price. On the 
shelf behind the case are several display boxes of small kitchen 
knives. The inclined panels give added display space and have 
the advantage which comes when goods stand up, toward the eye. 
Behind inclined panels stock may be kept neatly and accessible. 










Pocket cutlery displayed in the window of Kramer, 
Hadeler & Co., Dayton, Ohio, is shown at the left. 
In this display each item is visibly priced, and all 
numbers are divided into proper groups. Though 
very simple such a presentation should be effective 
in selling cutlery. Whatever a man’s need may be 
in knives he can quickly pick from the proper group 
the pattern and price which appeals to him. Display 
boards such as these can easily be prepared with 
compoboard or heavy stiff cardboard. The dark 
background behind each pocket knife offers display 
contrast which helps focus attention on this display. 
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Why the Gem Display Means 


EXTRA 
SALES— 


Gem and Gem, Jr., 
take none of your sell- 
ing time or effort. 
They occupy little 
sive. and sell them- 














body likes these 

= y nail - clippers, 

cll they trim the 

nails quickly and 

easily, They keep 

tight hands looking as 
well as left. 


Gem Jr. 
* 35e. 





The only nationally advertised 
nail-clippers. 

Copy appears regularly in’ The Saturday 
Evefiing Post, Collier’s and Judge. 


Transparent Du Pont “Cellophane” keeps 
them bright, clean and sanitary. 


A sensible price—35 and 50 cents—every customer can buy them. 
Gem, Jr., can be carried on the watch-chain. 


Customers like the idea. And every sale is an extra sale—usually 
it’s on top of other sales on other articles. 


Get these extra sales. — 
Your jobber has the Gem display 


THE H. C. COOK CO., Ansonia, Conn. 








 — = 


EVERY HOME il 
Sells on Sight Cs : | 
Hi 


\ 


FINE QUALITY AND FINISH 


MADE /N POPULAR S$/ZES 
and the 


O y . 7 


ACARDED ASSORTMENT of Oval” 
SHEARS. A STANDARD NUMBER 


No. \ had 
THE ACME SHEAR CO. 
Bridgeport, Conn. 


i at » Famous Since 1074 


my its 
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ssiininitadiaaaiainiiitiaes 
MANUAL TRAINING 
and SLOYD KNIVES 


Eight Different ~ ; 
Styles and Sizes 
That Stay Sharp 


Using only the best’ 
crucible steel and 
expert craftsmanship 
has maintained the | 
leadership of Murphy 
quality for over 
seventy-six years. ~ 





e SLOYD KNIVES 

| OYSTER KNIVES 
F RUBBER KNIVES 
KITCHEN KNIVES 
S PRUNING KNIVES 
@PAPER-HANGERS KNIVES — 
SAND Ha MAKERS KNIVES _ 





















CARTES 


Since 1880 


Coates Hair Clippers are 
now used in every country 
on earth. 

Styles for every require- 
ment of shop or home. 


(CATES CLIPPER & MFG. CO. 
Worcester, Mass., U. S. A. 














Blue With a White Crackle 
The new finish on handles for 
VAUGHAN’S KITCHEN TOOLS 


Display stand 
jor 

tools sent 
with assorted 
orders, A st- 
lent salesman. 





VAUGHAN NOVELTY MFG. CO., INC. 
83211 Carroll Ave., Chicago, Ill. 
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What Is Your Market for 
Pocket Knife Sales? 


“In one of our early articles,” said John Cassin, “we 
told about investigating the possible market for pocket 
knives by: ascertaining the condition of the knives car- 
ried by one hundred men. This story stuck in the crop 
of one of my Maryland friends, so notwithstanding that 
he worked under the disadvantage of knowing nearly 
everyone whose knife he borrowed (he lives in an 8000 
population town) during the course of a day he bor- 
rowed sixty knives. A few days later he made a pocket 
knife display, back of which hung a sign reading, ‘As 58 
of the 60 Men from Whom I Borrowed Knives Need 
New Ones, I Judge 96 Out of Every 100 Men in Town 
Need a New Knife. I Have Knives for Merchants, 
Farmers, Motorists, Sports, Boys and Others.’ He says 
he sold more knives during the following two weeks 
than he had sold during the preceding six months.” 


Keep Oil Can Handy in Your 
Cutlery Case 


A small oil can with high grade light oil should be 
kept in your cutlery case or some other place handy to 
the pocket knife display. This will enable you to put 
a drop of oil in each joint of a knife when you sell it. 
This little service will appeal to your customers and will 
give them longer service from their knives. They will 
also be convinced that you know your business. (Good 
knives leave the factory oiled, but after the knife is in 
stock a while the oil dries. A drop of oil prevents rust 
and makes the joint work smoothly. 
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Sharp, Stainless Cutlery 





ROME. 
A new number of Stain- 


less Household Knives of 
quality at a popular price. 


REED. 


Order it from 
your Jobber. 


AEE. 





No. G5503 
Consists of two each: 8” Bread Knife,.8” Slicing Knife and 7” 


Slicing Knife. Ebony Handles, Brass Rivets and Burrs. Packed 
one-half dozen with display tray holding three knives. 


The Ontario Knife Co. 


Franklinville, N. Y. 








COMPLETE STORE 
EQUIPMENT 


ee eee 
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we 


P. A. Schell, Somerset, Pa., are increasing their sales 
by using Heller Equipment. 

Take the pictures out of the mail order catalog and they won't 
do any business. Your display of the original article is more 
appealing and will sell more than any picture that may be made. 
Heller & Company manufactures hardware store equipment con- 
sisting of tool display cabinets, pivot, turnabout and common swing 
display door cabinets, nail counters, cutlery show cases, seed cabi- 
nets (both bulk and packet), display tables, garden tool brackets 
and also special cabinets to fit your needs. It won’t cost a cent 
to obtain full information on Heller’s Hardware Store Equipment. 
Just Mail COUPON TODAY. 


W. C. HELLER & CO. 


700 Bryant St., Montpelier, O. 
20 Vesey St., New York City. 
Please tell us how Heller equipment will increase our sales. 


Our store is GONG WHR, ccccccvcse feet long. 


Terr rr errr eee eee ee ee ee ee ee eee eee eee Pee eee eee 


Name 


Address 


7/7/27 Hdwe. Age. 
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CANNING RACK 








WSS Folding Rack 


SEASON 


‘During the canning season, when housewives 
are buying boilers, kettles, fruit jars and jar 
rubbers, is the time to display UNION “Cold 
Pack” Equipment. 


A Standard Wash Boiler and a rack 
completes the canning equipment. 


Quick Sales—Large Profits 


WSS Folding Canning Rack holds eight 2- 
quart cans or ten half-pint cans. Adjustable 
top holds any size can firmly. Folds flat for 
storage and shipping. Made of heavy electric- 
welded steel wire with bright retinned finish. 


WS8NT Canning Rack—same size and 
shape of WS8 but is made rigid and does not 
have adjustable top. Made of tinned wire and 
very reasonable in price. 


WS85 Round Canning Rack holds seven 
two-quart cans. Used with large round kettle 
or boiler. Made rigidly of heavy wire with 
-retinned finish. 


WS10 Sure Grip Jar Lifter. Lifts any hot 
jar easily and safely. 
Send for New Catalogue No. 427 


Union Steel Products Co. 


Department 70, 


Albion, Michigan, U. S. A. 
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Where Do We Go From Here? 


(Continued from page 110) 


However, the young lady did not care for this young 
man. He was not exciting. He was too conservative. 
He did not pay her enough compliments. He was not 
like the heroes in the movies. 

Her other suitor was tall and handsome. He had 
large, soulful eyes. He played wonderfully on the uku- 
lele. He was great company on a moonlight night in a 
canoe. His family was obscure, he had no regular in- 
come and he frequently shifted his job. The young lady 
preferred this suitor and wished to marry him instantly 
and forthwith. 

The problem was referred to a worldly-wise aunt in 
the family. She summed up the situation in this manner : 
“When one marries, we do two things—we not only 
marry an individual, but we also marry a certain kind 
of life. Now, in my opinion, the kind of life we marry 
is often just as important, if not more important than 
the individual.” 

However, I regret to report that notwithstanding this 
sage advice, the young lady stamped her foot, shed 
many tears and married the young man with the beauti- 
ful eyes. The betting is four to one that she will not 
stick, but will return to this parental roof with a bounc- 
ing coupon off the bond of matrimony! 

I am reminded of another story. A man visited an 
insane asylum. There was snow on the ground. Out in 
the snow a man was vigorously pushing a lawn mower. 
It was explained that he was entirely sane except for his 
hallucination that it was his job to constantly cut grass 
on the cemetery lot of a girl who had jilted him for an- 
other man and then died. “Therefore,” said the attend- 
ant, ‘we just give him an old, worn-out lawn mower and 
allow him to amuse himself, even when there is snow on 
the ground!” “What a sad story!” said the visitor. 
“Yes,” remarked the attendant. “He was terribly in love 
with this girl. For a long time she pretended to care for 
him. Then, suddenly, she married another fellow. And 
so this poor chap developed this hallucination.” ‘Very, 
very sad,” said the visitor. “Oh,” replied the attendant, 
“he is not our saddest case. We have another case still 
sadder, confined in a straitjacket in one of our steel 
cells.”. “What happened to him?” inquired the sym- 
pathetic visitor. “Well, you see, he is the other fellow 
that the girl married!” 

So, after all, we never really know when we are well 
off ! However, of all things that require an education in 
straight thinking, I think you will find that the most im- 
portant is the problem of when and whom to marry. Your 
intelligent decision regarding this question will have a 
great deal to do with your future happiness. 

On one occasion a young lady visiting us had two 
suitors. One of them was a great conversationalist. The 
other was rather quiet, but I noticed at dinner that, with- 
out any fuss, he cut up the food for a small child sitting 
at the table next to him. All through the meal he care- 
fully looked after this child. He did this as a matter of 
course, apparently without any desire to make an impres- 
sion. Later, when the young lady asked me which of the 
two men I preferred, I told her I would back the quiet 
young fellow who looked after the child while his rival 
was doing all the talking! 

What is the characteristic most to be desired in a 
young man? I should put this down as courage. A 
young man of courage thinks straight. When he thinks 
straight, he has a contempt for a lie because nothing is 
more cowardly than a falsehood. All cowards are liars. 
A young man with courage faces his problems, and 
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through his courage and his straight thinking he takes 
his burdens on his shoulders and is not a whiner or a 
quitter. 

What is the most desirable characteristic in a woman? 
I think it is charm. I might give a long list of other de- 
sirable characteristics, but we take all these good traits 
for granted in a woman. A woman need not be beauti- 
ful to be charming. A woman need not even be young 
to be charming. Nothing is more lovely than a charming 
elderly woman. I have seen a lofg and successful life 
shown in the charm of an old lady with white hair. 
Courage never dies. Charm never dies. In my opinion, 
both courage and charm can be developed by educating 
ourselves in right thinking. 

I believe that we never escape the result of our actions, 
nor do we ever escape the result of our thoughts. No 
matter how long we live, all of our lives we are simply 
the result of our past actions and past thoughts. If this 
is true, how careful we should be of our associations, of 
our reading, of the contacts we make in life! Many an- 
cient proverbs have come from this idea—‘“Birds of a 
feather flock together.” “As a man thinketh in his 
heart, so is he.” ‘A man is judged by the company he 
keeps.” These ancient axioms remind me that youth 
should not lightly set aside the conventions that the 
thought of ages has established. In experience, the 
world has grown wise. When Confucius was teaching, 
some peasants said to him—‘Master, tell us, in some 
simple form, this religion that you teach so we can un- 
derstand and remember it.” Confucius replied—‘“Do 
unto others as you would have others do unto you.” 
This Golden Rule sums up a large part of the best phil- 
osophy of all religions. No man who in his thinking, 
follows this rule, will go very far wrong, either in this 
world, or I am sure, in the next. 

I have talked much longer than I expected. I am not 
one who quarrels with those who accumulate wealth. 
Getting, in a sense, is a good thing. Money gives us 
many fine things, but, on the other hand, I believe that 
“being” is far more important than just “getting.” The 
Psalmist says—‘With all thy getting, get Understand- 
ing.” 

If, some day, you will travel to Lhasa, the sacred city 
of Tibet, you will hear the priests constantly repeating 
a prayer. In this prayer, you will time after time hear 
the word “Om.” “Om,” as I gathered its meaning, is 
the great Super-Personality of the world. It means God, 
God, God who displays His power in all things. Then 
Om, to me, has another meaning. It is the God that is 
in us, the God that is in you and in me. Now, I believe 
that all men and all women are God-like. We are told 
that God fashioned man in His own image. The philos- 


ophers, on the other hand, tell us that man fashioned - 


God in his image. However, be this as it may, whether 
God has created us to suit Himself or whether we have 
created God to suit ourselves, when one studies the 
achievements of men and women; when one thinks of 
the possibilities of the human soul, can we help but have 
the thought that you and I, if we just will, can be like 
Gods walking to and fro upon the earth? 


“And only the Master shall praise us, and only the 
Master shall blame; 

And no one shall work for money, and no one shall work 
for fame; 

But each for the joy of the working, and each, in his 
separate star, 

Shall draw the Thing as he sees It, for the God of 
Things as They Are!” 
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To Enjoy Your 
Best Clothesline 
Season — 


EATURE SILVER LAKE, the 

fine, reliable cotton-braided line 
that has already enjoyed over sixty 
years of nation-wide popularity. 


We have an appealing, new, metal 
display stand that’s an ornament to 
your counters—or in your windows. 
A sure-fire sales builder for dealers 
who give it prominence. And it’s 
yours for the asking. 


Don’t forget that SILVER LAKE 
is now put up on the handy, rust- 
proof reel in the 50, 75 and 100-ft. 
lengths. A conveniencé feature that 
customers always appreciate. 





It’s also offered on the hank, as formerly. 
And still carries the Good Housekeeping 
Institute’s endorsement. Nationally adver- 


tised this year on a broader scale than ever! 
Your Wholesaler will Supply You 
SILVER LAKE COMPANY 


Newtonville, Mass. 
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Quick 
Sales 


Clears Drain Pipes 
Instantly 


Nothing removes obstructions in clogged or 
frozen drain pipes so quickly and effectively 
as the contents of a can of DESOLVO. 


Grease, soap, food, paper, hair, and ice, 
all dissolve rapidly before it—and it’s SAFE. 
But DESOLVO does more than remove 
these obstructions—it also removes the dis- 
agreeable odors they cause, and insures san- 
itary conditions. 


Most families use a can or so a month. 
DESOLVO is therefore a steady repeat 
seller. It’s well known. 


Our other product, Kloset Klean, is a good 
seller for water closets. If your Jobber can- 
not supply you—write to us. 
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Not Sold to the Grocery Trade 









Sewer and Drain 


Pipe Cleaner 


NET WEIGHT 1S OZ 
Manufactured by 

Tit CHAMBERLAIN COMPANY 

gg PitTseuRGn, PA- 


The CHAMBERLAIN CO. 
33 Terminal Way, Pittsburgh, Pa. 
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Cooperation 


RVING S. KEMP, president of the Evansville Tool 

Works, Inc., in a leaflet published by the company, 
says: 

“It takes money to make money,’ is a truism. 
“Sometimes we have to spend money to make money. 
“The hardware dealer is up against real competition 

these days. He needs help—constructive help, and it is 

up to us as manufacturers and jobbers to help him solve 
his problems and meet the changing conditions. 

“Tons of advertising matter are thrown away every 
month by dealers because they cannot use it. Most of 
it comes from manufacturers who have their own inter- 
est at heart rather than the dealer’s. 

“As jobbers and manufacturers we must change our 
viewpoint. 

“It is my opinion that the jobber should do more to 
help the dealer and the manufacturer less. I don’t mean 
that the manufacturer should spend less money but spend 
it more intelligently. 

“The jobber knows the needs of his particular terri- 
tory better than the manufacturer who is a thousand 
miles away. He can work out with the manufacturer’s 
cooperation advertising and display matter that the 
dealer will use. 

“Dealers are willing to pay for good advertising mat- 
ter that will bring additional business. It is not a case of 
‘something for nothing,’ but ‘something worth while.’ 

“We must help the dealer to intelligently move off his 
shelves the goods we sell him. 

“When jobbers and manufacturers jointly render this 
service we will make more money. 

“I have said before that I think that a good advertis- 
ing department is a necessary part of any modern jobbing 
business. I hope you agree with me.” 


What Is a Hardware Store? 


Business has discovered that what it has been calling 
a hardware store is no longer distinguished by the fact 
that it is a place where hardware is sold. The Depart- 
ment of Domestic Distribution of the Chamber of Com- 
metce of the United States points out that, as a result 
of the recent distribution census of Baltimore, no less 
than forty widely different kinds of commodities are sold 
in what we still call hardware stores. 

In the heterogeneous stocks are furniture, gasoline, 
groceries, radio sets, magazines, toys, fertilizer and 
leather goods. The same census reveals that jewelry is 
sold in drug stores, women’s hosiery in candy stores, 
hats and caps in shoe stores and tobacco in bakeries. 
Apparently the old type of store which sold a single 
class of commodities is disappearing. The new store 
sells whatever its customers will buy. 

A detailed report showing the total amount of these 
sales through various types of stores will be issued by 


the National Chamber. It is preparing a summary for 


business men, giving sales figures for 80 commodities 
distributed through 43 types of stores. 

Baltimore is the first city to be completed in the 
limited census of retail and wholesale business being 
made by the Bureau of the Census. Other cities included 
in the census are Atlanta, Chicago, Denver, Fargo, Kan- 
sas City, Providence, San Francisco, Seattle, Springfield, 
Ill., and Syracuse. 
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A—Heavy, high carbon steel round tube 
track with a slot in the back for holding 
the extra number of nonbreakable 
brackets. 
B—One piece, certified malleable hanger 
ribbed and trussed for double strength; 
_ has no rivets or bolts to break or work 
loose. 
C—Upper roller bearing wheel with 
grooved and machine turned tread and 
hardened steel axle, can’t jump the 
track. 
D—The extra guide wheel, working 
directly beneath the upper wheel, makes 
it impossible to bind, stick or throw the 
door out of line. 
E—We designed Reliable Round Track 
Straight Sliding Door Hangers No. 2 
twenty years ago—and we're proud of 
them. They satisfy exacting architects; 
_ they save erection time for contractors 
and builders; they make the owner for- 
get his door even slides on hangers— 
and they make money for you. 
Read page 43, Catalog No. 95, or write 
for dealer facts today. 


ALLITH-PROUTY COMPANY, Danville, Illinois 


Manufacturers of 
Garage Door Hardware Rolling Ladders Overhead Carriers 
Fire Door Hardware _ Spring Hinges Door Hangers 


Allith-Prouty 














MORRILL PRODUCTS 








Morrill Sawsets 

You can always sell Morrill 
Sawsets to experienced car- 
penters. As the boys say, 
“They know their onions.” 
Inexperienced persons buy as 
readily because Morrill Sawsets 
are so easily used. The “Special 
95” has a fully indexed anvil 
giving the correct depth and 
angle of set to any hand saw, 
and can be used with perfect 
results by anyone. Sell the 
“Special 95” or No. 1 for hand 
saws; No. 3 for cross cut saws; 
No. 4 for “Champion” or 
“M” toothed saws; and No. 5 
for timber and board saws. 


Morrill Bench Stops 
These have been the standard 
for 50 years. They do their 
work perfectly and are prac- 
tically indestructible. 


Morrill Nail Puller 

The Morrill Nail Puller will 
pull nails as fast as you can 
operate it. No pinched fingers, 
no skinned knuckles and no 
trouble. The harder you pull, 
the harder the Morrill Nail 
Puller grips the nail. Amply 
strong and easily sold. ‘Once 
used, always used—once han- 
dled, always handled” might 
well be its motto as it certainly 
is a great repeater. 


Soapurns 


One of the largest 
+ corporations of the 
country has adopted 
Soapurns as stand- 
ard equipment. 

Clubs, public build- 
ings, offices, hotels, 
etc., all require them 
in washrooms. 





Our goods are listed in 
the Hardware Buvers 
Catalog, but we have 
just issued a new bul- 
letin with full informa- 
tion, a copy of which 








LIQUID SOAP we shall be pleased to 

DISPENSERS send you upon request. 
CHAS. MORRILL, INC. 

102 LaFayette St. New York 
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Selling to Different Customers at Different Prices 


ERE is a question, which simple though it would 
appear to be, is the subject of a very great deal of 
misunderstanding among business men. The question is 
whether an ordinary seller of merchandise, like a manu- 
facturer, wholesaler or retailer, is obliged to give all his 
customers the same price, or whether he can, for any rea- 
son or for none, sell to one customer for one price and to 
another customer for another. Witness the following 
letter : 
“On July 27, 1926, we sold a Maytag washing machine 
to a Mr. Roy Lee, as per a copy of the contract inclosed. 
We received $70 as a down payment, but have not received 
the two remaining payments of $53. This spring, to close 
out our stock of machines, we cut the price $25, and one 
of the machines went into Mr. Lee’s neighborhood. Mr. 
Lee has been in since to settle, but said he would not settle 
until we discounted the remaining balance on his machine 
the $25 to meet the price of his neighbor’s. We do not 
feel that we are justified in doing that, and therefore would 
like to have you advise us as to the procedure for recover- 
ing the washing machine or collecting the balance due.” 


There are only two classes of sellers who are bound 
to make the same price to all customers of the same 
class: (1) public utilities, like railroads and telephone 
companies, and (2) sellers having a monopoly or a prac- 
tical monopoly of the commodity they are selling. The 
law is settled everywhere that these concerns must estab- 
lish a uniform rate from which they cannot depart. The 
reason is that oppression would ensue were this not the 


case. 


The ordinary seller of merchandise, however, is not 
subject to this rule at all. He can sell twenty customers 
at twenty different prices, and not one of them will have 
a complaint against him. Note that I am not now dis- 
cussing the question of business policy—nobody from the 
standpoint of business policy would do such a thing 
habitually, although a great many sellers will from time 
to time reduce prices on merchandise that they have pre- 
viously sold to other customers at a higher price. This is 
entirely within their rights, and there is not the slightest 
legal obligation on them to rebate the former customers. 
Exceptions to this, of course, are cases where a seller has 
guaranteed a price against decline. Under such a guar- 
antee he would have to rebate his old customers in case 
of price reduction. 

So clear is this right that the Clayton Anti-Trust Act 
safeguards it in Section 2 by refusing to prohibit price 
discrimination except in cases where the effect “may be 
to substantially lessen competition or tend to create a 
monopoly in any line of commerce.” This leaves an 
ordinary seller who has no monopoly of anything free to 
make his prices on all things to all men, if he wants to. 
In fact, he can even go further than that: he can refuse 
entirely to sell some buyers. In other words, he is prac- 
tically complete master of his own business ; there is no 
public interest whatever involved. 


(Copyright, June 11, 1927, by Elton J. Buckley, Esq., Counsellor-at-Law, 
1206-11 Liberty Building, Broad and Chestnut Streets, Philadelphia, Pa.) 





Selling Hardware in Montana 


O UT near the Yellowstone Park, in the town of Big 
Timber, the Bailey hardware store is located. Big 
Timber is a modern and progressive town with surfaced 
streets, water works and sewerage system, cheap elec- 
tricity, good schools, a Carnegie free library and court 
house, a large number of fine buildings and residences, 
with many trees and well kept lawns, all of which are 
indicative of the need of hardware supplies. The live- 





stock and dairying industry as well as poultry and bees 
contribute to the general prosperity of the community. 
Recreation also helps to sell the many items of sporting 
goods that the hardware store carries. The dude ranches 





* os o ; 


all need modern housefurnishings, and here again the 
hardware store comes in. Reproduced here are two 
pictures of window displays by the Bailey hardware 
store. They show items of camp equipment and pack 
outfits. 

The Bailey Hardware is among the most progressive 
of Big Timber’s business houses. Big Timber is the 
principal trading point for the entire county and boasts 
of a large number of well-stocked stores and shops man- 
aged by progressive merchants. Here are good hotels 
and cafés and well-equipped garages. Two creameries, 
two grain elevators, a flour mill, two meat markets, and 
numerous independent buyers assure the farmer a ready 
cash market for his produce. 
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Shelving of Enduring Steel 
that Saves Space and is 
surprisingly low in cost 


F you had need to tear down and re-erect 

GF Allsteel Shelving a hundred times— 
it would still be as good as new. The finish 
would be unmarred — the parts unharmed. 
Think what happens when you try the re- 
erection of wood shelving just once! GF 
Allsteel Shelving never totters, and is a 
permanent investment. 


Because it is steel-—strong and compact— 
a 10 to 20% saving of space is effected. 


When you consider these advantages—with 
the unusual fact that the cost is about the 
same as wood shelving—you'll be sold 
on the value of GF Allsteel Shelving. 


A staff of experienced layout engineers 
will assist you without cost in your storage 
problems. Use the coupon below. 

Our book ‘‘Saving with Shelving’’ sent on request. 
THE GENERAL FIREPROOFING CoO. 
Youngstown, Ohio - Canadian Plant, Toronto 
Branches and Dealers in all Principal Cities 


The GF Alisteel Line: Safes + Filing Cabinets + Sectional 
Cases - Desks + Tables + Shelving + Transfer 
Cases + Storage Cabinets - Document Files + Supplies 


Inventories are easier with 








SHELVING 











gercwnaee Attach this coupon to your firm letterhead “=== 
THE GENERAL FIREPROOFING CO., Youngstown, Ohio H.A. 


O) Please have an experienced layout engineer call. 
) Please send book “‘Saving with Shelving.” 
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Cash Discounts—Their Use and Abuse; 
As Seen by a Manufacturer 


By Donald MacGregor 


Vice President—All-American Radio Corporation 


RANK OSGOOD, proprietor of the flourishing 

hardware store on Main Street that bears his name, 

approached his place of business filled with enthu- 
siasm for the day’s work. At his door he was greeted 
by his salesman, young Wright: 

“Good morning, Mr. Osgood. We have a fine start 
today. I sold a storage battery a few minutes ago, and 
managed to short-change our customer 20 cents. Pretty 
good, eh?” 

Can you imagine the utter look of dismay—the lines 
of righteous indignation—on the face of our honest 
friend Osgood had he really been greeted with this 
startling bit of news?—BUT that very day Osgood de- 
ducted 20 cents as a cash discount from the bill for a 
storage battery which had been sent to him three weeks 
previously by his jobber! 





This little incident illustrates one of the strange incon- 
sistencies of modern business practice. Sharp bargain- 
ing and questionable tactics were common twenty years 
ago, but in modern business it is generally conceded that 
the homely old phrase, “Honesty is the Best Policy,” 
has proved its truth—in everything excepting the matter 
of cash discounts ! 

Not only dealers like Osgood are guilty of this per- 
nicious habit, but likewise jobbers, and manufacturers 
too, make a practice of taking something which is not 
theirs when their bills are passed for payment. In fact, 
this particular phase of business is so commonly con- 
ducted in a dishonest (a harsh word, but what other will 
suit?) manner that almost all Trade Papers and Asso- 
ciations have given up hopes of collecting worth-while 
data on the subject. Time after time questionnaires have 
been summarized in some particular industry proving 
that terms are, say, 2 per cent—10 days, 30 days net, 
when, as a matter of fact, it is common knowledge that 
75 per cent of the concerns in that industry permit cash 
discounts on a “10th prox.” basis. 

Ordinarily a manufacturer, jobber, or dealer will 
gladly give you a straightforward, honest answer to your 
questions regarding his intimate business details. He 
will tell you his average hourly rate, his bonus plan, his 
advertising policy, and almost anything else if he knows 
that the information will be used for the good of his in- 
dustry as a whole—everything else, that is, excepting the 
answer to your inquiry concerning his cash discount 
terms. Here he falters. He will either give you an 
evasive answer, or if he does reply direct, then take that 
information as coming from a man who considers him- 
self justified in telling an untruth. Nine times out of ten 
his published cash discount terms and those he actually 
allows are quite different. So here we find a business 
practice that is unsound and unfair at both ends: The 
supplier does not enforce his published terms, while at 
the other end the buyer takes discounts not permissible 
by the terms of his purchase. 

The question quite naturally arises, why should cash 
discounts be abused? The answer probably lies in sev- 
eral facts, chief among them the increasing realization 


of business men in general that cash discounts consti- 
tute one of their most valuable assets. Aside from the 
improved standing and general reputation for financial 
responsibility that a business man gets by discounting 
bills, there is the direct financial return of cash dis- 
counts. For instance, an average dealer can pay the ex- 
penses of his service man or can buy and maintain a 
large electric store sign by means of his earned cash 
discounts. Jobbers can pay a substantial share of their 
catalog expense or run their delivery truck on cash dis- 
count earnings. Even relatively small manufacturers can 
support their Credit Departments by means of the same 
revenue. Realizing, as most business men now do, that 
these things can be accomplished where the financial 
structure permits the taking of cash discounts, it is little 
wonder, then, that here and there some men were found 
who took the discount a few days after the allotted time, 
thereby gaining even greater benefits. Gradually, the 
number of houses following this unfair practice has in- 
creased until, unfortunately, many otherwise honest busi- 
ness concerns have been drawn into the habit, presuma- 
bly thinking that taking unearned cash discounts is just 
as legitimate as bargaining for lower prices from their 
suppliers. But it isn’t. A cash discount is something that 
is earned, it is a premium for prompt payment in cash. 
A cash discount taken as much as 30 days after the ren- 
dering of a 2 per cent 10 day bill is not a cash discount, 
but is a trade discount which the buyer is taking on the 
assumption that his supplier will either not dare to ques- 
tion the deduction, or else will pass it by as being too 
small a matter to quibble over. 

Few business men stop to analyze mathematically the 
value of cash discounts, although the process is a simple 
one. For instance, let’s assume that a manufacturer 
offers terms of 2 per cent 10 days, 30 days net. This 
means that on a $1 purchase a deduction of 2 cents may 
be made if paid within 10 days, which, in effect, merely 
means that the discount is earned by paying in cash 20 
days prior to the end of the 30 day net period. Thus it 
is that by sacrificing the use of 98 cents for 20 days the 
purchaser is able to earn 2 cents. Since every year con- 
tains approximately 18 periods of 20 days, then 2 per 
cent earned in 20 days is at a rate of 36 per cent per 
year. From this must be deducted, of course, the loss of 
interest on the 98 cents at current rates for each period. 
However, it is apparent that even when making this al- 
lowance the net earnings of cash discounts will average 
about 30 per cent per year. It is evident, therefore, that 
discounts taken beyond the agreed-upon terms will yield 
the buyer even larger returns. This fact is one of sev- 
eral that have influenced many business men to disregard 
the dictates of their conscience in the question of terms. 

In the early days of radio, terms of 20 per cent 10 
days, 30 days net were as near standard as anything 
could be at that time. In fact, many firms of known 
financial soundness gladly paid cash for merchandise 
during seasons in which the demand exceeded the supply 
many-fold. However, conditions soon changed. As the 

(Continued on page 161) 
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Insist on 


“SHELBY” 


The Best in Hardware 


























Ask for catalog showing our complete line 


The Shelby Spring Hinge Co. 
SHELBY, OHIO 


Coast Representatives 
Pond Hdwe. Specialty Co., Los Angeles, Calif. 
D. L. Herman, Seattle, Wash. 











Genuine 
Vitrified 
Wheel 


Outstanding Value in Tool Grinders 


The Royal Grinder for home use and the Cheney Grinder for 
farm use represent an outstanding value in practical tool grind- 
ers that no dealer can afford to overlook. 










Finished in 
Royal Purple 


Cheney No. 7 
Has 7” x 1” wheel—with Mower Attachment 





These fine grinders combine quality with fast cutting, and carry 
a finish that does justice to their perfect construction. 


Established in 1866, their makers have had over sixty years of 
experience in the manufacture of all sorts of Grinders and 
know what is right. 


It will pay you to send for the Cheney Catalog—look over the 
different grinders, and stock sufficient styles and sizes to meet 
average demands. 





Royal 
No. 4-B 


4” x 1” wheel Your Jobber will gladly supply you. 
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Deliveries | 


The solid support of our Jobber 
friends has favored us for many 
months with a flow of orders which 
taxed our productive capacity. 


Many of the orders on Jobbers 
were, and are, conditioned on quick 
deliveries, with our dealers’ sales 
dependent on factory production. 


For our common good we have 
added machinery—a good many 
thousand dollars’ worth; figuring 
new machinery is better coopera- 
tion than delays which might cost 
you some customers. 


We can now back up your delivery 
promises (on all stock sizes) from 
stock, so your service will be as 
safe from complaint as the quality 
of your Allen screws. 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 


Branch Offices: 


Ww. C. Stauble R. E. Gregory 
2909 Waverly St. 1029 Wesley Ave. 
Detroit, Mich. Evanston, Iil. 


E. P. Crawford W. J. McRae 
3348 No. Park Ave. 320 Market Street 
Philadelphia, Pa. San Francisco, Cal. 
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90 Years Old This Year 


Something New! 


Our trade has demanded 
a thin blade butt chisel and 
a firmer chisel with a 414” 
thin blade. 


Samples are now ready. 
Your customers will like 
this new line. No advance 
in prices. 


Hand Saws 


Send us just one trial 
order and let us show you. 
A line that is better fin- 
ished, less expensive, fully 
warranted. 


Write us today. 


THE L. & I. J. WHITE CO., Inc. 
125 Columbia St., Buffalo, N. Y. 











Mayes’ 
Genuine 
Levels 








Since 1896 


For more than thirty years 
MAYERS’ name on a Wood or 
Aluminum Level has meant a 
maximum life-time of unfailing 
satisfaction to every user. 


We intend that it always will. 


Send for latest catalog and dis- 
counts. 

















Originated and Manufactured by 


MAYES BROS. TOOL MFG. CO. 
Port: Austin, Mich. 
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Cash Discounts—Their Use 
and Abuse 


(Continued from page 158) 


industry trended towards more normal channels, more 
pressure was placed on Sales Departments. By a com- 
bination of over-ambitious salesmen anxious to accept 
orders regardless of terms, and weak-kneed credit men, 
the 2 per cent, 10th prox., practice gradually gained 
ground. Now it is common for buyers to claim that 
their bookkeeping costs are disproportionately high be- 
cause of the detail work involved in taking cash discounts 
on a 10 day basis. 

Hardly a day goes by but that manufacturers receive 
letters reading something like this: 


“GENTLEMEN : 

“Practically all of our suppliers have given us the privi- 
lege of discounting our bills on the 10th prox. We re- 
quest similar terms from you in view of the fact that this 
plan will reduce the number of remittances to a minimum 
and will greatly facilitate our bookkeeping work and per- 
mit us to give better all-around service. We feel sure that 
you will be glad to cooperate’ with us in granting these 
terms, which 90 per cent of other suppliers have already 
given. Yours very truly,” 


In the same day’s mail Mr. Manufacturer frequently 
finds checks from houses capitalized at millions of dol- 
lars, those bills being within the 10 day period of his 
terms. In general, the greatest pressure for EOM (end 
of month) terms comes from the smaller and weaker or- 
ganizations. Fortunately for the industry, there is a keen 
realization among many of the larger radio manufac- 
turers and jobbers that the tendency towards loose and 
flexible terms is dangerous and must be stopped soon if 
unsatisfactory conditions are to be avoided. Manufac- 
turers, particularly, are, or should be, vitally interested 
in this question because the average manufacturer can- 
not pass the burden of longer terms on to his suppliers. 
He buys from steel and wire mills and similar sources 
where very strict terms are customary. He must pay his 
bills either on a net basis or with only a 1 per cent, or 
possibly %4 of 1 per cent, cash discount which must be 
taken within five or, at the most, 10 days. 

The experience of other industries has pointed out 
many of the dangers that lie in the path of allowing un- 
earned cash discounts. As usual, human nature plays its 
important part. The man who succeeds in his effort to 
obtain 2 per cent 10th prox. terms from a 10 day sup- 
plier will sooner or later demand 2 per cent on the 25th 
proximo, and, likely as not, he will continue the process 
by deducting cash discounts from trade acceptances (ob- 
viously an absurd procedure; T. A.’s are far from being 
cash!), returning slow-moving goods without proper au- 
thorization (frequently transportation collect!), and tak- 
ing allowances for freight that were not provided for nor 
contemplated in the original selling agreement. It is a 
vicious cycle without end—unless suppliers stick to their 
published terms. 

It is the very distinct danger that a minority of manu- 
facturers and jobbers may force on the radio industry 
unwanted and unsound terms that prompts this article. 
There need be no pressure for uniform terms, that would 
probably not only be unnecessary but illegal—but there 
must be a definite stand taken by all forward-looking 
business men to discourage, on the one hand, the practice 
of changing terms to suit the wiles of customers, and, on 
the other hand, the taking of discounts not honestly 
earned. Would you permit your cashier to deliberately 
short-change your customers? 
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Important News 
for the Hardware Trade 


“Mephists Tools” 


After a temporary suspension due to 
the total destruction of our plant by 
fire, we are now in production. 


Our new factory is completely 
equipped with new machinery of the 
latest type. Our old organization is 
functioning 100%. 


Mephisto tools are so well known to 
the skilled mechanic that they need no 
introduction. With our new series of 
dealer helps, they are almost self- 
selling. 


Our new catalog is ready, show- 
ing several new Mephisto tools. 


The W. A. Ives Manufacturing Co. 
MERIDEN CONN. 


< | Notice 
change of 


address. 











GRAND RAPIDS 





The Perfection 
Sash Pulleys 


Grand Rapids All Steel 
Sash Pulleys are acknowl- 
edged superior, because—they 
are built to exacting standards 
by specialists who for more than 
a quarter century have concentrated 
exclusively on the design and manufac- 
ture of this one line. 

Every one of the millions made is guaran- 
teed perfect—guaranteed not to break. 
You will profit by standardizing on the 
“Grand Rapids’ line—the line that will 
fully meet your every requirement in Ball 
Bearing, Axle Bearing, or Cone Bearing 
types—even to the large lubricated Cone 
Bearing Pulleys, self aligning and noise- 
less, which are exclusively Grand Rapids 
made. 

Grand Rapids Hardware Co. 
558 Eleventh St. 
Grand Rapids, 
Michigan, 

U. S. A. 
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OPPORTUNITY 


To Share in Profit of 
Leading Manufacturers 


Winchester-Simmons Co. 


Common Stocks 
Preferred Stocks 


Remington Arms Co., Inc., 
of Delaware 


(Controlling Remington Cash Register Co.) 


7% First Preferred 
8% Second Preferred 
Common Stock 


Attractive Prices 
Information on request 


Charles E. Doyle & Company 
Investment Securities 


49 Wall Street New York 














12-16-20..410 Gauge 


wane’ No. 10 “VICTOR” Single Barrel i $e 
“66” qual No. 11 “VICTOR” Single, with auto. ejector 4102 
Al0 ga. — Write for complete catalog and prices — 
Double Barrel Place Your Orders NOW for Fall Delivery Thra Your Jobber. 
So;s0 4-H. & D. FOLSOM ARMS CO. 
24.00 314 Broadway »~« New York 








GOODS, POLICE EQUIPMENT OR FISHING TACKLE ON REQUEST 
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The Penalty of Leadership 


N every field of human endeavor, he that is first must 

perpetually live in the white light of publicity. 

Whether the leadership be vested in a man or in a 
manufactured product, emulation and envy are ever at 
work. 

In art, in literature, in music, in industry, the reward 
and punishment are always the same. 

The reward is widespread recognition; the punish- 
ment, fierce denial and detraction. When a man’s work 
becomes a standard for the whole world, it also becomes 
a target for the shafts of the envious few. If his work 
be merely mediocre, he will be left severely alone—if he 
achieve a masterpiece, it will set a million tongues a-wag- 
ging. 

Jealousy does not protrude its forked tongue at the 
artist who produces a commonplace painting. 

Whatsoever you write, or paint, or play, or sing, or 
build, no one will strive to surpass or to slander you, un- 
less your work be stamped with the seal of genius. 

Long, long after a great work or a good work has 
been done, those who are disappointed or envious con- 
tinue to cry out that it cannot be done. 

Spiteful little voices in the domain of art were raised 
against our own Whistler as a mountebank, long after 
the big world had acclaimed him its greatest artistic 
genius. Multitudes flocked to Bayreuth to worship at 
the musical shrine of Wagner, while the little group of 
those whom he had dethroned and displaced argued 
angrily that he was no musician at all. 

The little world continued to protest that Fulton could 
never build a steamboat, while the big world flocked 
to the river banks to see his boat steam by. 

The leader is assailed because he is a leader, and the 
effort to equal him is merely added proof of that leader- 
ship. 

Failing to equal or to excel, the follower seeks to de- 
preciate and to destroy—but only confirms once more the 
superiority of that which he strives to supplant. 

There is nothing new in this. 

It is as old as the world and as old as the human pas- 
sions—envy, fear, greed, ambition, and the desire to 
surpass. 

And it all avails nothing. 

, If the leader truly leads, he remains—the leader. 

Master poet, master painter, master workman, each in 
his turn is assailed, and each holds his laurels through 
the ages. 

That which is good or great makes itself known, no 
matter how loud the clamor of denial. 

That which deserves to live—lives. 

—Author unknown. 


How “Uncle Sam” Originated 


URING the war of 1812 our Government had a 

contract with Elbert Anderson to furnish army sup- 
plies, and the inspector appointed to pass on the goods 
was a jolly man known as “Uncle Sam,” his name being 
Samuel Wilson. He inspected the boxes and if they 
were all right marked them with the letters “E. A.— 
U. S.,” the initials of the contractor and the United 
States. When the marker was asked one day what these 
letters stood for, he jokingly replied, “For Elbert An- 
derson and Uncle Sam.” This was spread as a good 
joke, and it became common to refer to all packages 
marked U. S. as belonging to Uncle Sam.—Allith 
Bulletin. 
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BUY FROM 
YOUR JOBBER 





Banks Removable Steel Clothes Posts 
for Wash Day 


Costs less than wooden posts and 
lasts as long as the house. Price 
within the reach of everybody. 


Made of the highest grade carbon 


steel obtainable. The “Ace of 
Clubs Top,” our trade mark, iden- 
tifies. : GET IT 


If your Jobber can’t supply you, write for persica 
te and folder describing Banks (PAT- = ee 
NTED) Green Enameled Clothes Posts, 


Pulles Poles and Fiag Poles. 


@ POSTS TOA SET 


Newark, N. J. 





Banks Steel Post Company 
128 Wakeman Ave. (North) 











| emmeye Pumps and Water Sys- 
tems include every type and 


capacity for every requirement. Fig. 
2085 (illustrated here) is automatic 
in every respect—self-priming; self- 
starting; self-stopping; and “OIL- 


RITE”. Send for complete informa- 
tion about this and other types of 
Deming Pumps and Water Systems, 
THE DEMING CO..,Est.1880, Salem, Ohio 


HAND AND POWER PUMPS 
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Revised Lag Bolt 
Price List 


Compiled for Hardware Age by M. M. Godschalk 


EXPLANATION—List prices are in accordance with 
recent revision of April 1, 1927. To determine net 
selling or buying price on any size, this chart offers a 
direct short cut. For example: Assume a desired dis- 
count of 40 per cent on 1 inch diameter machine bolts, 
52 inch in length. Find the length line and follow 
along until you reach the 40 per cent discount column 
—here you find the answer, 444. Other discounts and 
lengths are determined in the same manner. List prices 
are per 100. 


LAG BOLTS—(% inch diameter) 


HARDWARE AGE 


July 7, 1927 


LAG BOLTS—(%4 inch diameter) 





















































































































































815 | 734| 652| 612] 5 
4 | 880 | 792] 704 | 587 | 528| 440 | 352 | 264 
—_—— | {-—— — — -—— } _ _ 


44%) 945 851 756 


709 662 630 567 | 473 | 378 284 





5 | 1010) 909 







































































808 | 758] 707] 674] 606 {| 505 {| 404] 303 

5% | 1075 | 968| 860| 807] 753] 717] 645| 538| 430| 323 
6 | 1140 | 1026 | 912 | 855 | 798] 760| 684 | 570| 456 | 342 | 
6% | 1205 | 1085 | 961 | 901 | 84a | 80a| 723| 603 | 482 | 302, 
7 ~+| 1270 | 1143 | 1016 | 953] 889 | 847| 762| 635| 508| 381, 
7% | 1335 | 1202 | 1068 | 1002 | 935 | 890| 801] 668 | 534 | 401. 
8 1400 "1260 “1120, 1050 “980 ~ 934 ~ 840 700 560 “420 
9 | 1520 | 1368 | 1216 | 1140 | 1064 | 1014 | 912 | 760| 608 | 456. 
10 | 1640 | 1476.| 1312 | 1230 | 1148 | 1094 | 984 | 820| 656 | 492. 
“41 | 1770 | 1593 | 1416 | 1328 | 1239 | 1180 | 1062 | 885 | 708| 531 
“42 | 1900 | 1710 | 1520 | 1425 | 1330 | 1267 | 1140 | 950| 760 | 570 
13 | 2030 | 1827 | 1624 | 1523 | 1421 | 1354 | 1218 | 1015 | 812 | 609 
“44 | 2160 | 1osa | 1728 | 1620 | 1512 | 1440 | 1206 | 1080 | sea | oan 
15 | 2290 | 2061 | 1832 | 1718 | 1603 | 1527 | 1374 | 1145 | 916 | 687 
16 | 2420 2178 | 1936 | 1815 | 1694 | 1614 | 1452 | 1210 | 968. 726 





















































































































































4 DISCOUNT 
Length] List | _ 
10 20 25 30 | 334%, | 40 50 60 70 
| 
1%, 795 716 636 597 557 530 477 398 | 318 239 
2 | 740| 666| 592| 555] 518 494 | 444 | 370 | 206 222 
_2% | 685 617 548 | ‘514 | 480° 457 Au 343 | Ea 206 
3 | 750| 675 | 600] 563] 525[ 500] 450] 375 | 300] 225 
3%, | 5 2 | o12 | 571 | 544} 489} 408 | 326] 245 | 
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This is the second installment of a complete series of lag bolt 


prices to be published weekly 






























































Length} List saccam otc 
10 | 20 | 25 | 30 | 33%| 40 | 50 | 60 | 70 
1% | 1250 | 1125 | 1000} 938| 875] 634| 750] 625] 500] 375 
2 | 1175 | 1058| 940| 882] 823] 784] 705] 588] 470| 353 
2% | 1100 | 990| 880| 825] 770| 734] 660| 550] 440| 330 
3 | 1190 | 1071| 952| 803] 833| 794] 714| 595] 476| 357 
3% | 1280 | 1152 | 1024 | 960 | 896 | 854| 768| 640| 512| 384 
4 | 1370 | 1233 | 1096 | 1028 | 959| 914| 822| 685| 548| 411 
4% | 1460 | 1314 | 1168 | 1095 | 1022 | 974| 876] 730| 584| 438 
5 | 1550 | 1395 | 1240 | 1163 | 1085 | 1034 | 930] 775| 620| 465 
5% | 1640 | 1476 | 1312 | 1230 | 1148 | 1094 | 984] 820| 656| 492 
6 | 1730 | 1557 | 1384 | 1298 | 1211 | 1154 | 1038 | 865 | 692] 519 
6% | 1820 | 1638 | 1456 | 1365 | 1274 | 1214 | 1092] 910| 728| 546 
7 | 1910 | 1719 | 1528 | 1433 | 1337 | 1274 | 1146 | 955| 764] 573 
7%} 2000 “1800 1600 | 1500 | 1400 | 1334 1200 | 1000 800 600 
8 | 2090 | 1881 | 1672 | 1568 | 1463 | 1304 | 1254 | 1045 | 836 | 627 
9 2265 2039 1812 | 1699 1586 1510 | 1359 | 1133 906 680 
10 2440 | 2196 1952 1830 | 1708 | 1627 1464 1220 976 732 
| 11 | 2625 | 2363 | 2100 | 1969 | 1838 | 1750 | 1575 | 1313 | 1050 | 788 
| a2 | 2810 | 2520 | 2248 | 2108 | 1967 | 1874 | 1686 | 1405 | 1128 | a3 
13 | 2995 | 2606 | 2396 | 2247 | 2007 | 1997 | 1797 | 1498 | 1198 | 899 
14 | 3185 | 2867 | 2548 2124 | 1911 | 1593 | 1274 | 956 
15 | 3375 | 3038 | 2700 | 25: 2250 | 2025 | 1688 | 1350 | 1013 
16 | 3565 | 3209 | 2852 | 2674 2406 | 2377 2139 | 1783 | 1426 | 1070 

LAG BOLTS—(% inch diameter) 

Length) List ee rete ee — 
10 | 20 | 25 | 30 | 33%| 40 | 50 | 60 | 70 
2 | 1860 | 1674 | 1488 | 1395 | 1302 | 1240 | 1116 | 930 | 744] 558 
~~ 2% | 1760 | 1584 | 1408 | 1320 | 1232 | 1174 | 1056 | 880 | 704 | 528 
~ 3 | 1680 | 1512 | 1344 | 1260 | 1176 | 1120 | 1008 | 840] 672| 504 
3% | 1800 | 1620 | 1440 | 1350 | 1260 | 1200 | 1080 | 900 | 720| 540 
4 | 1920 | 1728 | 1536 | 1440 | 1344 | 1260 | 1152 | 960 | 768| 576 
4% | 2040 | 1836 | 1632 | 1530 | 1428 | 1360 | 1224 | 1020 | 816 | 612 
5 | 2160 | 1944 | 1728 | 1620 | 1512 | 1440 | 1296 | 1080 | 864 | 648 
5% | 2280 | 2052 | 1824 | 1710 | 1596 | 1520 | 1368 | 1140 | 912| 684 
6 | 2400 | 2160 | 1920 | 1800 | 1680 | 1600 | 1440 | 1200 | 960 | 720 
6% | 2520 | 2268 | 2016 | 1890 | 1764 | 1680 | 1512 | 1260 | 1008 | 756 
7 | 2640 | 2376 | 2112 | 1980 | 1848 | 1760 | 1584 | 1320 | 1056 | 792 
7% | 2760 | 2484 | 2208 | 2070 | 1932 | 1874 | 1656 | 1380 | 1104 | 828 
8 | 2880 | 2592 | 2304 | 2160 | 2016 | 1920 | 1728 | 1440 | 1152 | 864 
9 | 3100 | 2790 | 2480 | 2325 | 2170 | 2067 | 1860 | 1550 | 1240 | 930 
10 | 3320 | 2088 | 2656 | 2490 | 2324 | 2214 | 1992 | 1660 | 1328] 996 
11 | 3550 | 3195 | 2840 | 2663 | 2485 | 2367 | 2130 | 1775 | 1420 | 1065 
12 | 3790 | 3411 | 3032 | 2843 | 2653 | 2527 | 2274 | 1805 | 1516 | 1137 
13 | 4050 | 3645 | 3240 | 3038 | 2835 | 2700 | 2430 | 2025 | 1620 | 1215 
14 | 4310 | 3879 | 3448 | 3233 | 3017 | 2874 | 2586 | 2155 | 1724 | 1293 
15 | 4575 | 4118 | 3660 | 3432 | 3203 | 3050 | 2745 | 2288 | 1830 | 1373 
46 | 4840 | 4356 | 3872 | 3630 | 3388 | 3227 | 2904 | 2420 | 1936 | 1452 

| 
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batlt7 Hard Hitting --- Longrange --- Sturdy 
| 8 —i 


A famous gun the shooters want 


‘THeY know a Marlin by its reputation of 50 years of de- 
a , pendable performance. Never was a time when a Marlin 
“N& Marlin Shotgun Model—43-A shotgun could not be easily sold. There’s profit in quick sales 














12 ga. take-down, hammerless, 30 or 32 inch. ‘ ° 
Full Choke, 28 inch Modified Choke, or 26 and good margin. Make sure today that you are ordering 
inch Cylinder Bore, matted barrel. 6 shots. > ° . 

Solid ‘Steel Breech, inside as well as out. your Marlins for the shooting season soon here. Write for our 















Solid Top. Side Ejection. Press-Button Cart- 
ridge Release to remove loaded shells from Catalog. 
Somee Diskin Meats. Teleear belesr.” _" ' 
The Marlin Firearms Co., 143 Willow St., New Haven, Conn. 
INDIANA GRANITE STATE 
X-tra LAWN MOWERS 





Quality 










Ingersoll “Special” 
Shovels will more 
than satisfy the most 
critical users. You 
can guarantee them 
to give excellent 
satisfaction. 

We know that a 
shovel can never be 
better than the steel 
from which it is 
made. We roll our 
own steel to make 
sure that the steel 
is right. 

May we send you further details? 


X-tra Quality Means Extra Sales 


They Last as well as Cut 


One customer has used a Granite State Lawn 
Mower for 36 years. This same mower was 
previously used by a seminary for 13 years. After 
49 years’ use it still cuts splendidly. Our latest 
models are made with the same care, and have 
improvements that makes sales as soon as shown. 
A complete line in ball or plain bearing, also lawn 
trimmers. ‘ 


. a : Send for Catalog. 
The Indiana Rolling Mill Co. Granite State Mowing Machine Co. 


























New Castle, Indiana , 
Affiliated with Hinsdale, N. H., U. S. A. 
Galesburg Coulter-Disc Co., Galesburg, Ill. 
The STENCILOR It has been proven time and again that merchandise sells 


best when accompanied by Attractive Display Signs. 

You will be pleased with the ease and dispatch with 
which you can make your own Store Signs, Price Tickets, 
Show Cards and Streamers, with a STENCILOR. 

It permits good work, costs little and returns its costs 
over and over in increased sales. 

Write for Illustrated Folder and Samples of Cards made 
with this device. 








DISPLAY MATERIAL COMPANY 
774 Grand Ave., ST. PAUL, MINNESOTA 


Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St., 
New York, N. Y. 


For Making Signs and Show Cards Canadian Agents: DISPLAY CARD COMPANY, LTD., Brockville, Ont. 
| 
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When the Customer Asks for 
House Numbers,{Say 


**Here’s a Houseful!”’ 


No more scrambled house numbers 
to look through, if you sell the 
Premax line. 





You can literally “write your own or- 
der” when you get a Premax House- 
ful. The Cabinet provides space for 
four different designs of Premax Num- 
bers. Less than four can, of course, 
be ordered if you prefer. The com- 
plete Premax Line cunsists of a wide 
range of distinctive designs, including 
the popular Deluxe and Hy-Caste, all 
of them allowing the dealer a good 
profit margin. 


There’s a lot of additional informa- 
tion on the Premax line we would like 
to send you. Will you give us your 
name and address? 


NIAGARA METAL STAMPING 
CORPORATION 


Dept. HA-7 Niagara Falls, N. Y. 





If we can say to customers—“Here’s a Houseful”— 
and make it show favorably in cash sales, we cer- 
tainly want to know more about Premax House 
Numbers. 
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7 
Laid-up! 
You will make better customers of your 
truck customers by selling them trucks that 
need not be laid-up for first-aid treatment 
every few weeks. They will welcome an 
opportunity to cut-out truck repair bills. 


Anchor Trucks laugh at gruelling service. 
Made of steel throughout. No wood to 
splinter or break. Only a few parts—prac- 
tically nothing to get out of order. 


Made in a variety of types and sizes. Write 
for Catalog 102, or ask your jobber. 


ANCHOR POST FENCE COMPANY 
9 East 38th St., New York, N. Y. 
Branch Offices in Principal Cities 


NCHOR 
AY Steel 
THUCKS 
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steel LIGHT as wood. 
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“NORWOOD” 


QUALITY PRODUCTS 


Ornamental Wire 
Lawn Fence 


Gates Trellis 
Tree and Flower Guards 
Factory Fence 
Rubbish Consumers 





High Class Products backed up by 


service and many satisfied Customers. 


All our “Norwood” Quality Prod- 
ucts are made of high grade copper 
bearing rust resisting steel, insuring 
long life. 

Compare the weight per 100 feet of 
“Norwood” Quality Products with 
that of other makes and you will find 
our fence heavier because of heavy 
gauge wire. 

We cooperate with the jobber and 
dealer to build up sales. 


Write for Catalog. All we ask is 
thé opportunity to quote and to work 
with you. 
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SEMESAN 
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“I like my exercise but 
I want a garden, too— 
So give me a can of that 


SEMESAN” 


Makes Seeds Healthy 


OPE springs eternal in the human breast, 

but it gets a bit canny after two or three 
springs. It looks around for some sort of guar- 
antee. The gardener, tired of replanting where 
seeds or seedlings have fallen prey to disease, is 
all set for Semesan, the only practical control 
and preventive of fungous and bacterial diseases. 


The price of this garden insurance — 50c. for enough 
Semesan to treat all the seeds in the average small 
garden—is certainly no sales resistance. Gardeners just 
grab it off the dealers’ counters. And that’s only the 
beginning. When they see how wonderfully it im- 
proves germination, and the character of the plants, 
vegetables and blooms, the news about Semesan is 
broadcast over every back fence, over hedge and drive- 
way. Your store becomes a rescue haven for disease- 
besieged gardeners. And remernber—when they come 
to buy Semesan, they also buy seeds, fertilizers, garden 
equipment and other merchandise. 


“We have had very good success with 
Semesan,” writes The J. Chas. McCul- 
lough Seed Company, Cincinnnati, 
Ohio. “It opens up a new field not cov- 
ered by insecticides. We have sold a 
good many very particular customers.” 


You can get the whole story in a very comprehensive and inter- 
esting proposition book. Mailed you in return for the little 
coupon shown below, 











H.L. Brown FENCE & MFG. Co. 


Cincinnati, Ohio 





E, I. DU PONT DE NEMOURS & COMPANY, INC. 


Dyestuffs Department, Wilmington, Delaware. 


H.A.July 


Gentlemen: Please send me your Proposition Book. 
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17 Years of Successful Sign Making 
















Year after year, for 
seventeen years, the 
National Show Card 
Writer has helped deal- 
ers get attention to 
goods through attrac- 
tive, neatly lettered 
signs. Wherever Na- 
tional Store Signs are 
used, increased sales 
have resulted, 


The most inexperi- 
enced clerk can do 
the work. 
Send for In- 
teresting 
Folder show- 
ing Samples 
of work. 


NATIONAL SIGN STENCIL COMPANY 
Manufacturers of the NATIONAL SHOW CARD WRITER 
1602 University Avenue Saint Paul, Minnesota 





Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
—- Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
ools. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog 
Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 








BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 





WOE SOLDERING PS! 
pp SURLEY 
SLOERING PAST! 


ha 
SEE 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 






Sample free. 
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Wrench Sets 
are even more 
popular than 
they were— 
years ago. 

We are mak- 
ing them better 
than ever, are 
prepared to 
ship all five styles promptly, and welcome inquiries from 
old friends who have sold our products and know how 
thoroughly they please customers and hold trade. 

Send for Folder which describes our complete line. 


WILL B, LANE UNIQUE TOOL 60., 422 So. Dearborn St., Chicago, III, 





Ford Set 
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RED DEVIL MEANS GLASS INSURANCE 
exree oe a all in the whell bs npn 
wHeL =~ Yo ——— > STRAIGHT EDGE 


LANDON P. SMITH, Inc. 
1082 Springfield Avenue, Irvington, N. J. 









































400 N. Monticello Ave., Chicago, Lil. 
















GIANTGRIP BIT BRACE 
Matches the Very Best in Quality 


Here is a tool you can compare 
with the very best there is, no 
matter what the price. Regard- 
less of how much more you pay 
you can’t get a bit brace that will 
— you more — or 
onger service. ully - 

guaranteed. 10” sweep. |oosbstied “dust” proot 


List Price, $4.50 
bits tight: Loose 
Write for catalog and discount. steno for bit to aniek 


Choice territories open in 
for live distributors 














Unitep Harpware & Toor Corp. y 
7% Reade St. NEW YORK 














1 JEFFERY’S 
WW Evatets 


Glues 


Every boat owner needs them 
Supply all of his needs and get all of his busi- 
ness. It pays. Write for free color display, 
literature and special dealer offer. 


fj LW. Ferdinand é.o.¢"y 


182 hneeland Street Boston, Mas 
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| VY EVERY HOME 

»yY HAS A STOVE! 

And Every Stove Needs 
STOV-OIL 


OLD-FASHIONED STOVE POLISH 
only polishes the stove—it doesn’t pre- 
vent or remove rust. STOV-OIL does 
all three tasks at once. It is non-explo- 
sive and safe to use, removes rust, cleans 
and polishes and leaves a rust resisting, 
semi-satin finish on the stove that lasts 
for weeks. 

Every home has a stove—every stove 
needs STOV-OIL. That is why thou- 
sands of retailers handle it. Try a small 
3-dozen order from your jobber or direct. 
Advertised for over ten years—therefore 
a national demand has been created. 
Write for descriptive circulars and 
prices. 


Pacific Coast 
Distributors 


General Sales 


Corporation— 
718 Mission St., 
San Francisco 
747 Everett St., 
Portland, Ore, 
350 E. Ist &t., 
Tos Angeles 


Superior 
Laboratories 
Dept. 1102 


Grand Rapids, Mich 
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Improved 
Loose Pin Friction Hinge 


(Patented) 


THIS HINGE IS DESIGNED on the simple principle of a 
brakeband. The center knuckle has a flat extension which 
passes around the pin, and screws B-B are threaded into this 
extension. The friction is applied by simply turning screws 
B-B with a large screwdriver. There is a perforated sleeve 
(note C) surrounding the pin; the perforation retains the 
grease which serves as a lubricant to eliminate all possible 
chance of noise. 

THE TWO WASHERS shown between the knuckles are 
always furnished in Bronze. 

BEING OF THE LOOSE PIN VARIETY makes the applica- 
tion most simple. 


THERE IS, BY FAR, MORE FRICTION SURFACE em- 
—— in our hinge than in any other friction hinge on the 
market. 


OUR FRICTION HINGE HAS BEEN ON THE MARKET 
better than ten years and there are over 50,000 pair in use. 
S enteD OF INSTALLATIONS WILL BE GLADLY FUR- 


We recommend three size 5%x4 for wide doors 3’4” and 
over, said doors being from corridors to rooms; three size 
4%x4% for any regular 1%” door; and three size 4x4 for 
any regular 1%” door. Size 5%x4 has three adjusting 
screws B-B; all others have two adjusting screws. 


ELIMINATES SLAMMING 


For use on Room Doors and Inswinging Windows 


Circular upon request 


THE OSCAR C. RIXSON CO. 
4450 CARROLL AVE. CHICAGO, ILL. 
New York Office, 101 Park Ave., N. Y. 
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The 
Porter Line 





has no loose ends. Itisacom- 
plete line of hand operated 
tools for cutting bolts, rods 
and wire. For splitting nuts 
and cutting hard or soft 
chain. The line in- 
cludes every prac- 
tical size and every 
practical type of 
jaw. 





aaslré a 4A 
PORTER'S BOLT CLIPPERS 


You can simplify your 
selling, your stocking 
and your repair part 
problems by concentrat- 
ing on the Porter Line. 
And Porter Tools are 
quality tools—uniformly 
satisfactory and well- 
known everywhere. 


END 
CUTTER 


Sold by Jobbers and Supp'y houses everywhere 


H. K. PORTER, INC. 
EVERETT, MASS. 
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WINSEA 
STEEL (=) WORKER 











TWIN SEAM 
No. 1500 


A Thoroughbred for Quality! 


A Winner of Sales. Made from best grade Side Leather with 
extra heavy Flannel in back and lining. Continuous leather palm 
forms wrist protector. Has wide leather knuckle protector and 
3-ply waterproof cuff. For service, satisfaction, and value this 
glove is unequalled. Order from your Jobber. 

Marion, Ind. 


U. S. GLOVE CO. 





Manufacturers 























ADVERTISED in 


Good Housekeeping 

Better Homes and Gardens 

American Cookery 
Women’s World 





Order through your Jobber. 


If he cannot supply you, 
write direct for Dealers’ 
Discounts. 
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Every One Is of Pin Tumbler 
Mechanism! 


This gives you an idea of how 
Extensive the Eagle Line is. 








Group Picture showing many styles of Eagle Locks with 
Pin Tumbler mechanism. 


Eagle Line includes locks for all uses. 
Front Door Sets Vestibule Door Sets 
Night Latches Store Door Sets 
Padlocks Trunk Locks 
Cabinet Locks, etc. 


An Eagle Lock, of the famous Eagle quality, for every 
lock use. 


The Eagle Line consists of locks of all types of con- 
struction, such as Warded, Secure Lever and Pin Tum- 
bler, in various price groups. 


Eagle Lock Co. 
General Sales Office 


reo.inu.6.eat.orr, 26 Warren St., New York  cca.mu.s.pat.orr. 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 


AGE 


The dealer who stocks Clover Brand 
Sandpaper plays safe. He knows Clover 
Sandpaper will sell and repeat, because 
it will prepare a surface for paint or 
varnish in the quickest time possible. 
It will also last longest because it stands 


the rub. 


The hardest of crystal flint, the strongest 
holding glue, and the toughest of paper, 
all combine to make “Clover” a “buy” 
word for the carpenter or mechanic 
who wants the best sandpaper made. 


Send for Samples 


CLOVER MFG. CO. 
110 Main St., Norwalk, Conn., U.S.A. 


The Largest and Oldest Manufacturers of 
Abrasive Compound in the World 


Clover Dealers Get Clover Business Service 
Free 


Handsomely Decorated Ream Package 


Two Color Box Package 


or 
for Display Purposes Bulk Consumers 








CLOVER MFG. COMPANY 
110 Main St., Norwalk, Conn., U. S. A. 


Gentlemen: Please send us Samples of CLOVER 
Sandpaper and refer us to nearest Jobber. 


Dealer’s Name 


Address 
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Displayed Where They Are Sold 


TTACH this FREE SET of Donley Screen Door Guards to YOUR Store Door. 


It shows these guards in actual use. 


Every home owner is a prospect for two or more sets. Restaurants, meat mar- 
kets, grocery stores, drug stores and office buildings offer an equally large market. 


Not only does every prospect see these 
guards in actual use, but is invited to buy at 
your store by this message: 


DONLEY. SCREEN DOOR GUARDS 


Order Your FREE SET NOW. Merely measure the 
width of your store door and order according to the fol- 
lowing standard sizes: 26, 28, 30, 32 and 36 inches from 
center to center of screw holes. Your Jobber will sup- 
ply your set FREE or write us direct for list of Donley 
Jobbers in your territory. 





10585 Quincy Avenue, Cleveland, Ohio 


AGENTS— 
WALDO MILLS PITKIN 
Coleman Adler Bidg., 
New Orleans, La. 


The Donley Manufacturing Company, 


A. M. GLUECK W. B. BROWNE 
258 Broadway, 176 Market St., 
New York City Chicago, Ill. 


ALDEN GLAZE & CO., 
143 Second St., 
San Francisco, Cal. 





Dependable Malleable tron Specialties 


The Malleable Iron Specialties, here 
illustrated, manufactured by us are the 
best of their kind. 


The CLAMPS are of superior quality, 
ruggedly constructed with extra strong 
frames. The NEW IMPROVED 
OILERS do not depend upon solder 
alone to secure the Brass Spring- 
Bottoms. We form a seating groove 
in the body at the point of soldering 
and force the down turned flange of 
the bottom into this groove, where it 
has a wide bearing and is then securely 
soldered. No leaks. 


Builder’s Clamp 





Extra Heavy 


eGR es 


eae eo”. 


In the Adjustable 
Clamp by turning the 
Bolt one-quarter turn 
to the left, it can be 
moved its full length 
out or in; when turn- 
ing it to the right it 
operates like any 
other screw. 





Adjustable 


The OLD STYLE OILERS have a Steel 
Spring in the bottom, but do not have the 
Patent Improvements of the new style. Our 
HAND LAMPS with Oil Tubes are very 
satisfactory. All are dependable. Send for 
Prices. 


MALLEABLE IRON FITTINGS CO. 
Branford, Conn. 





Hand Lamp 
with Oil Tubes 
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‘SNM 
Meet Public 


Demand 
with 


BARTLETT 
COMBZEND 
PRODUCTS 











There are hammers 
and hammers, but— 






Cheney Hammers are 
the ones that have just 
about every good qual- 
ity that men like and 
want in hammers. 










No. 777 
Lopping Shear 


For over 90 years Cheney 
Hammers have been bring- 





ing honest satisfaction to 
hundreds of mechanics— 


No. 8-10-12-14 
Compound Lever Snips 






men who are particular about 
the tools they use. The excel- 
lent reputation of Cheney 
Hammers among these men 
who know good tools makes 
them year ’round best sellers. 










No. 30 Bench Shear 
Right or Left Hand Cut 


"THE Bartlett Compound Lever 
Snips (shown above) are 
made in various sizes, of drop- 
forged, crucible steel, and are un- 
equaled for splitting large sheets 
or for regular bench work. Great 
cutting force is obtained in these 
Snips and in the Bench Shears 
(shown above) through the appli- 
cation of the compound lever prin- 
ciple. The blades of the Bench 
Shears are 7-32” crucible steel and 
they easily cut 12 gauge steel 
straizht through to the point. Tree Trimmer 
These are some of the famous 
Bartlett line constantly demanded 
by the public. 

The Bartlett line of Tree Trim- 
mers and Pruners (shown at 
right) includes a large variety of 
types and sizes. The two-handed 
Pruners, No. 777, are very solidly 
built of high grade drop-forged 
steel. The Tree Trimmer and 
Pole Pruner may be had in in- 
sulated types for telephone and 
power work. The Pole Pruning 
Saw, No. 44, is recommended for 
limbs of larger size than may be 
cut by the Tree Trimmer. The 
Tree Trimmer and Pole Pruning 
Saw may be had in 8 ft. to 16 ft. 
lengths, with 4 ft. additional 
lengths equipped with our alumi- 
num quick change sleeves allowing 
extensions to any desired length. 
The Bartlett line offers you a long 
established, thoroughly dependable 
group of tools which are ia con- 
stant demand and are guaranteed 
to give perfect satisfaction. Write 
for booklets and prices today. 


Bartlett Mfg. Co. 


430 E. Lafayette Ave. Pole Pruning 
Detroit, Michigan - 



















Insulated Type 
No. 1 
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, BABCOCK 


We manufacture strictly Our New Victor Step Lad- 
Spruce Ladders. der for home use is in a 
class by itself. 


Our line includes Ladders 
for every purpose. We 
pay the freight. 





Spruce properly AIR 
DRIED is superior to any 
other material for ladder 
construction. 








W. W. Babcock Co. / \ 
Bath, N. » a Extension Trestle 





Common Painter's Trestle 
Extension 

















OVER 1500 ITEMS 


of Special Hardware 
Steady, Profitable Sellers—Every One 


Small items that sell steadily are just as important as 
the larger ones that bring a greater individual profit. 
Our fully mounted display boards showing complete 
sets of these little articles will materially increase your 
sales and profits. Remember also that the small item 
brings the customer into the store. 

Are you getting these steady profits? If not, we can 
tell you how. 

Hin, Hasps Corners Catches 


Kno Levers Fasteners Flush Rings 
Bolts Handles Pulls Straps 
Hooks Keychecks Escutcheons Card Holders 
Cleats Cabin Hooks Moulding Hooks Stair Corners 
Washers Screen Numbers Flush Lifts Brackets 


ALL CUTS REDUCED SIZE 


Have You a Copy 
No. 234 of Our Catalog? 


The BRAINERD MFG CO. East Rochester, N. Y. 
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CORBIN 


Wood Screws 

Drive Screws 

Coach Screws 

Machine Screws 

Set Screws 

Cap Screws 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Stove Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plumber’s Chain 

Register Chain 











oe 
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UNIFORM QUALITY and ADEQUATE STOCK 


Safety Chain 
Furnace Chain The CORBIN SCREW CORPORATION 
Ladder Chain The American Hardware Corp., Successor 
ele NEW BRITAIN, CONN. 
pesecesendig ” Warchousee—New York, Chicago, Philadelphia 

Western Factory—Dayton, Ohio 














ee ee 





Two styles — the 
one for engine— 
the other for 
motor—meet 
every need. This 
is the peak sell- 
ing season. Or- 
der now. 






It is better water service for your 
customers from now on if you sell 
them Myers Self-Lubricating Pump 
Jacks. Positive _self-lubrication, 
housed working parts, machine cut 
gears, steel side arms—everything 
that a reliable jack should have— 
provide extra service values for those 
who depend on Myers Self-Lubricat- 
ing Jacks to pump their daily water 
supply. 


And what’s more, like hundreds of 
other dealers, you’ll find in this modern 
construction every requirement essential 
to create business at better profits than 
result from the sale of cheap jacks. 























SECTIONAL 
VIEW 






















The FE MYERS & BRO.CO.Ashiand Ohio. 
MANUFACTURERS FOR OVER FIFTY YEARS OF 
MYERS "HONOR-BILT" PUMPS FOR EVERY PURPOSE 

HAY UNLOADING TOOLS -DOOR HANGERS 
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= Look for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City 


Georgetown, Conn. Chicago Kansas City 








Does the word PROGRESS— 
mean more 
business— 
more profits— 






to you? 


The new improved Okeh Tape spells progress 
with its welded leatherite covered steel case, 
friction brake controlled drum and famous end 
fastener of proven value. 


This article has a buying appeal a tape user 
can seldom resist, and opens a new field for sales 
where a tape was formerly a nuisance. 


Send for prices and particulars of sales plan. 


KEUFFEL & ESSER CO. 


WEW YORK, 127 Futon Sirest General Office and Factories, HOBOKEN, N. 
CHICAGO ST. Louis SAN FRANCISCO MONTREAL 
@28-20 5. Dearborn St. 617 Locust St. 29-34 Second St 6 Metre Came St UG. 
Drawing Materials, Mathematical and Gurveying Instruments, Measuring Tapes 









More Than a Slogan: 
‘Always Reliable”’ 


The users of this line invented 

this slogan for the reason that 
“Always. Reliable” furnaces 

and torches are just that. 


Most jobbers stock. Others 
will order for you. 


Otto Bernz Co. Inc. 
Newark, N. J. 





Ne. 20 pump. Stocks in Newark, N. J., New York City, Chicago and 
No. 19 bulb. San Francisco. 
Gasoline — one Offices in Newark, N. J., New York City, a 
gallon. Fort Worth, Denver, Helena, Mont., San Fra 
Los Angeles, Seattle, and St. ‘Thomas, Ont. 








—— BITS LEAD 
their own way through! 


it ty Heavy construction calls for a bit 
7 5 ; that will stand the gaff. Bridge 
ee builders, miners, contractors, rail- 
. road and shipyard workers need 
= the Snell Construction Bit. 
dys Nj Write today for folder and price list. 


a BIT 
Snell Manufacturing Co., Fiskdale, Mass. 


Sales Representatives: John H. Graham & Co., 113 Chambers 8t., 
New York City 



































MILBRADT 
LADDERS 


LF, for themselves in a 
me by enabling you 
~ —*, on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the ay ~~ meg of 
your store up to date. 
Write for catalogue, =. 
a large num 
sultable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 











ought Because 
They’re Better 


DETROIT TORCH & MANUFACTURING — - Detroit, Michiga 
New York O, pas, e. 8. Alder Co. - 45 Warren St. 
how? P. . 

ersen - - 7 Washington Blvd., Chi 

Gene. Chater Co. - = + 45 sf Weak gio Bldg., mghicage 
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GET A 
CORNER 


ON THE SPRAYER 


TRADE 
IN YOUR TERRITORY 


SELLING 


zemt,  THE HUDSON — 





For the Home, 
For Painting 

and Numerous 
Purposes. 


Hudson Fog Sprayer 










The Perfect Vaporizer 


Hudson Misty 





Sunshine 








Perfection 


MANUFACTURING CO. 
H U D S O Also MINNEAPOLIS, MINNESOTA 
OMAHA, NEB. NEW YORK CITY CHICAGO, ILL. OSHKOSH, WIS. 
106 Reade Street 550 McCormick Bldg. 


























| “It Paid for Itself in 30 Days” | 











Said a Dealer Who C1 Cut Only 10 Keys Per Day 


Suppose you install a Segal Rectifying Hey Cutter and cut 
only ten Keys per day. Figure Your Profit. 





MERRIE (Ct 20G CMON 55.05 56.5 0.0 s,sis sine oton nan maaan mores $2.50 
ese Or remtIeGr Ad LANOF GC! oo soins «cosines ease cence eacmeis .60 
POORER GtNls WES. se se55 5.055 be: bee «: eaahade 4.wlwie viomeusernuseeds $1.90 
UR FOES CUBS 16 isso oh. 0 23) 9,0 Sela ees w, amare eialer ee $57.00 
Cost of No. 800 or’ Cutter, $46.25 less.2% for prompt pay- 
NN See ait arsthia nc dataier ee macelad « «'4 bE aie a ae ome aaa 45.33 
IEE SAR UF MVE So io. ase: oie.) ok ss: nc SEBO eeiela wa gael tae $11.67 


You now own the machine. It has paid for itself in 30 days plus a 
profit. On the basis of cutting ten keys a day it will earn each 
month more than its original cost. 

We have figured on a basis of only ten keys per day. Many dealers 
using our machines cut anywhere from 50 to 250 keys daily. It cuts 
all kinds of flat and cylinder keys. Send for our booklet. 





Our Key Cutter is fully up to the standard of our 
famous 


JIMMY- SEGAL LOCK No. 666 


PROOF 


endorsed by Burglary Insurance Companies every- 
where. Protects millions. Never been Jimmied. 











Operated by Hand or Power 
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FORSTNER 
Labor Saving 


AUGER BIT 










Bores Any Arc 
of a Circle 





New Uses 


The Forstner Auger Bit, un- 
like other bits, is its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless 3s grain or knots, 
leaving a true chlel, go surface. Takes 
the place of a ouge, ge or 
lathe tool combined. For core boxes, 
and delicate patterns, veneers, screen work, 
scall A fancy scroll twist columns, newels, 
ribbon molding and mortising. 









Send for Catalogue. 


— PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


Superior Brand 
Hardware Cloth 


is always true to its 
name. You can sell 
it with the assurance 
that every roll is a 
quality product. 


Standard size _ wire, 
even mesh, free from 
bags or bulges, 
straight selvage and 
heavily galvanized. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 
A. 
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Whenever You “Sell 
GARDEN HOSE 


Protect your customers by using and 
selling Sherman Wrought Brass Hose 
Fittings. Standard for over 20 years. 
They give everlasting service. 

Take the Sherman Diamond Hose 
Nozzle for example. This nozzle throws 
more water farther than any other. It 
gives a straight stream or a perfect 
spray and shuts off tight. It never 
drizzles or leaks. 

The user is insured against wet feet. 
Made in 34” size only. 

Diamond Nozzle The name 


SHERMAN 


on hose nozzles and hose 
clamps is your guarantee of 
a solid wrought brass coup- 
ling that is rust-proof clear 
through and everlasting. 

Remember we use heavy 
wrought brass only. A screw- 
driver is the only tool needed 
to apply. These hose clamps 
can be used over and over 
again. Every size for every 
type of hose. 

Your Jobber can supply 
you. If not—write us. We 
also make Brass Hose Coup- 
lings. 


H. B. SHERMAN MFG. CO. aes ~~ pag 
Battle Creek Mich. 

















Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 
with its one-piece ends. You would go 
whistling on your way while the other ailbe 
sulked. 

There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 
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%ReCA 


for Buy. ing A 


AUMillion Sportsmen 










BAEN | @re reading the 
i Face eg Ge B aker Gur 
advertisements 


Many of these men 
are prospective 
buyers! 


How Is Your 
Stock on Hande 


Place your Orders for 
Fall Delivery NOW. 


Send for Catalog and 
Dealers’ prices and 
tell us your probable 
needs, please. 


BAKER GUN CO, 


314 Broadway 
(Dept. A) 


New York 


Baker Guns—Famous 
for 50 Years, but Better 
Than Ever! 


HARDWARE AGE 





- Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail] Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Syndicate Stores carrying hardware in the 
United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 
Manufacturers’ Agents 

Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 
oan Order Houses handling hardware and housefurnish- 

gs. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


in United States, Canada and 


Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calls. ery sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and these 
all appear in the current Eighth Edition. 


Hardware Wholesalers find Verified List of great value in 
“‘checking’’ their retail prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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No Slotting of Risers 
No Grooving to Hold Steps 


No cutting of side pieces, 
which weaken a step lad- 
der and cause trouble. 


Slotting and grooving 
the side pieces are old 
methods, which are left 
out of our 


Trade-Mark 


Super-Strong 
Step Ladder 


Equipped with Patented 
Steel Step Support 
which firmly trusses the 
ladder, holds each step 
securely and _ insures 
SAFETY with the 





strongest construction 
known. 
A demonstration closes the 
sale. 
Send for Catalog and Sizes 4 to 12 Ft. 
Prices. Special Sizes 14 to 20 Ft. 


Also manufacturers of all types of ladders for farm and house- 
hold and special scaffolding for contractors and decorators. 


The Superior Ladder Company 


516 East Madison St., (Lincoln Highway) 
GOSHEN, INDIANA 


Agents wanted on commission who handle allied lines. 


-PACIFIC- 


Rim Tool (Car Owner Model) 


Selling Fast at the new low 
price. 











When you consider the real value— 
the quick acting rim removing service 
in this tool—no wonder they sell fast. 
Get your share of these profits. 


$950 


a —— 





Is the list. 


See your jobber 
discounts, 











Pacific. Rim Tool Company 
16606 Waterloo Rd., Cleveland, Ohio 
Seattle: 2339 ith Ave., N. Export: 44 Whitehall, New York. 


: Pacific Combination Model With Adjustable 


Note: Telescopic Legs te Fit 
All Rims, $10.00 List. 








Rieke the 
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Every Mechanic Is a Prospect 


So indispensable is this handy little Pocket 
Level that Carpenters, Plumbers, Steamfitters, 
Bricklayers and Masons buy on sight at the 
low price of 60 cents. Our Counter Display 
makes quick sales. 


eon clips are furnished with ae level od 
attaching it to a carpenter’s square for plum 

ing or leveling. Can be used on a two foot MODERN UTILITIES CO. 
rule without clips. Absolutely accurate. Write Manufacturers 

for Discounts. 140 So. Second St., Harrisburg, Pa. 





















BEAR THIS TRADE MARK 


Anything ane 


SAWS SHARK BRAND CHISELS 





Mes Mark 
at any Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 
angle ESKILSTUNA, SWEDEN 


They all want the 


K-D 


Convertible 
Saw Frame 














SHARK BRAND 
CHISELS are 
sturdy and well 
made and crafts- 
men and lovers 

of good tools 
appreciate 

their quality 





Here’s just the tool to catch the eye—and the trade—of _——. 

mechanics, plumbers, carpenters, home woodworkers. Butt bev 

The K-D Convertible Saw saves time—and time’s worth eled Edge. 

money to them. The 3” blade gets over—under—around Regular Bev- 

tight corners. Strong, non-collapsible steel frame takes eled Edge. 

3, 6, 8, 10, or 12” blades. Pressed steel pistol grip makes Socket Chisels. 

it steady, easy to handle. In heavy cardboard carton— : 

a big seller at $1.50 complete, with 3” hack-saw blade. Because of their rep- 
utation as dependable 


Write for details and discounts. tools, they sell with little 


K-D MANUFACTURING CO effort, which means sure 
Lancaster, Pa ; profits to you. 
r ° 


Export Department—Woolworth Bldg., New York Order from your jobber today, or write. 


We carry a full line of Swedish Made Tools 





Retails and Hardware. 
for SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
Reaches the Dimeult $1.50 107-109 Lafayette St., New York, N. Y. 
complete Minneapolis, Minn. Seattle, Wash. Montreal, Can. 

















[UFKIN TOOLS 


SUPERIOR IN QUALITY AND DESIGN 
Winning Their Way with Mechanics and Dealers to the High 
Position Held by 


OFATIN TAPES *”? RULES 


jispibsiass 


ed 






We offer also 
GENUINE STAINLESS 
STEEL TAPES 


Send for 
Catalog No. 11—Tapes and Rules 
Catalog No. 5—Tools 


THE [UFKIN fPULe C0. 


SAGINAW, MICH. NEW YORK 
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HOUSTON’S 
Gold Medal Rock Hard Water Putty 


Will Not Chip, Break, Warp or Crack orate 
Quickly Dries Rock Hard—Stronger Than Wood | Si wai IT 


Just the thing for every home! Needed by every painter and carpenter. 
Has hundreds of oe cracks; repairing friezes, ornaments, furni- 
ture and d ly sticks to wood, cement, plaster, stone 
and compositions of all kinds. Easy to mix. Can be made to match any 


shad 
‘ Easy Sales, Quick Profits ‘ea 








Sells at sight. In handy cartons. Retails at 1 Ib., 30c.; 2 lbs., 60c.; 

5 lbs., $1.40; giving dealer 40% quick margin. A great repeater. Write Sire a@ 
for samples. Ask your jobber or order direct, i O \ 
GOLD MEDAL PRODUCTS COMPANY = 


Makers of Houston’s Famous Wax Products 
1210 Sheridan Road, North Chicago, Illinois. 


> 
USED I m novi to i 
PQULDING, Fyemi 











sae yt The Wire Cloth that 


They have stood ae a for over = a - 
been and always wi superior to other brands hy L k d I 
Because they are made of the very best annealed malle- 00 Ss as goo as 1t S 
able iron and are larger and heavier than other brands. 

Send us your order today. 


No. 6 





STAR” . 


They (WS m No.5 Bronze and Copper 


sell STV: Fly Sereen Cloth 
and t KON No. 4 

















sell ’ Customers who want 
d STAB “something — in screen 
an ‘ cloth can be easily con- 
oat ATID No. 3 vinced that “Spargo” is 
what they want. It is well 
“STAR made and attractive and 
TOLD No. 2 makes a real impression be- 
cause its quality is so easily 
seen. 
No. 1 1 
et us send you a sample 
if you’re interested in screen 
No. 0 "cloth of this quality. 
These illustrations are % size. ‘. 
STAR HEEL PLATE CO. Spargo Wire Co. 
LOUIS SACKS, Ine. Rome N. Y. 
Newark, N. J. U. S. A. . 





N 





FAULTLESS 
CASTERS 


Canadian Factory: Stratford, Ontario 


pasa CASTER COMPANY S28vté 


ne, 


a aM Sy a 
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GREEN’S 


Improved 


i STOCK. BOXES 


For the convenient han- 
dling of shelf hardware. 
A strong, attractive box 
at low cost. 

Made in an assortment 
of sizes to fit every hard- 
ware need. 


Write for NEW Illustrated Price List 
THE GREEN CO., 250 W. 57th St., N. Y. 





“IVES” Patent Ventilating Lock 





Manufacturers of 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 














AJAX St. Louis For AJAX 
Radio Accessories R 


Multi Radio i 
No. 18—For Jac 
No. 18A—for Binding 
Posts 


Connect One, Twe, Three 
or Four Receivers or Loud 
Speaker — A 

in Series. Gi 

equal amount our- 
rent to all Multi- 
ple connections will 


give good results 
to one of least 


ne List EACH, $1.00 
oie 


Complete Antenna Sets or any Parts—at Lowest 
Factory Costs — Standard or Special Assemblies 


Write for Price Sheets on Complete Line 
AJAX ELECTRIC SPECIALTY CO. 
1926 Chestnut Se-—St. Louis, Mo. 























i 
































: M ) £ [ADDERS 
— Q I MODERNIZE 
STORE METHODS 
< To provide adequate storage facilities for 
~~ 7 shelf stock—to make it accessible and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and 
efficiency One style only—neat of design— 
attractively finished —any height — 
easily installed—meets most 
requirements. Circular 























fafa mani 
Tt 
Pt ee 


= 


Pr. ae 
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Fastest Selling Clothes Closet Hook 


Home owners, builders and everyone wants 
DACOR six in one clothes hooks. Holds six 
coat hangers without crowding or slipping, 
finished in lacquered brass. Sells in sets 
of 3 or 12, complete with screws. 


SEND TODAY for display box 
of one dozen DACOR hooks if 
they are not in your stock now. 
Watch how fast they sell. 


DAVIS TOOL & ENG. CO. 
6481 Epworth Blvd., Detroit 












BETHLEHEM 





Wire Products 


for every need 
Nails of all kinds, Staples, 


ia Fence, Barbless 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, and Wire 
Rods to standard or special 
analysis. 













‘ 






BETHLEHEM STEEL COMPANY : 
General Offices: BETHLEHEM, PA. 














in Solid Brass 


$440 Per Set 


bibattiasssaliase| 


s] eo) Per Set 





Steel 
SOLD ONLY THRU THE HARDWARE TRADE 


MANUFACTURERS VV HARDWARE WU SPECIALTIES 


89 FEDERAL ST., 365 MARKET ST., 
BOSTON. MASS. SAN FRANCISCO, CAL. 


"I Make the best Hammer” 


D. Maydole, 1843 





The popularity of Maydole Hammers among Carpenters, 
Machinists and Mechanics attests the fact that we've 
maintained the standard set by the founder of this 
business over 80 years ago. 


THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 





























Send 

for @ STERLING 

Samples Sterling Hack Saw Blades sell. 

and Write for Catalog and Prices. Sold by Jobbers. 
Test Diamond Saw & Stamping Works 
Them Buffalo, N. Y. 
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The Mechanic’s Choice 


The No. 32 has always been a 
popular torch for mechanics’ use 
because it is fitted with the most 
powerful burner, quick acting 
pump, strongly reinforced brass 
tank, which makes it the most 
efficient tool ever produced. It 
saves time and fuel and will out- 
last two ordinary torches. Jobbers 
supply our line at factory prices. 


Clayton & Lambert Mfg. Co. 


DETROIT, MICB. 





No. 32 Torch 
Ask for Latest Price 6275 Beaubien St., 


IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St.4 

















Just Out—The TAINTOR Positive 
2 SAW SET 
“Natural Grip” No. 27 


The “Last Word”’ in Saw Sets 
Has all the fundamental fea- 
tures of Taintor Saw Sets No. 
7 and 7%, with additional fea- 
tures all its own: 
1. “Natural Grip” handles, insuring hand comfort. 
2. A “Stop” which prevents hand from slipping. 
3. Special Gun Metal finish. 
Yes, Indeed, We Still Make Our No. 7 and 7% Models 
TAINTOR MFG. CO. 
JOHN H. GRAHAM, Selling Agents 
113 Chambers St., New York City 





Absolutely Non-Corrosive 





Rubyfluid is put up in tin containers— 
doesn’t this support the fact that it wall not 
corrode metals? 

Your customers will welcome a_ better 
flux—tell them about Rubyfluid. Write 
today for a free sample. 


RUBY CHEMICAL CO. 


67 McDowell Street, Columbus, Ohio 








rors 
Cutters’ 
Tools and 
Supplies 


Complete catalog on request 


TROW & HOLDEN CO. 


Barre, Vermont 








A Lively Profit-Maker for You 


The modern way to keep 
recipes is in a card file, and 
the favorite of these is the 
Polly Prim Recipe Cabinet. 
Has patented card holding 
device which eliminates 
handling cards with doughy 
hands. Made of steel, fin- 
ished in white, gray or blue 
enamel, Polly Prim retails at 
$1.00. It is an easy seller 
because of its usefulness and 
because it is nationally ad- 
vertised. Write for details 
and prices. 


PATENT NOVELTY CO., INC., Fulton, Iil. 











Look for the full name 


Russell Jennings 


} { 
stamped on the round of our 


li Bits 


| 


rigin al dout le twist auger bit, patent 


Mr. Ru It Jenni in 1855 


Russell et Mfc. Co. 
Chester, Coan 

















Patented Card that 3 
prevents Hooks from 





New Packing 
of 


White Enameled 
(Brass) 


Cup Hooks 


on 10c Cards 
2 doz. cards to carton 
$1.60 per carton. 
Samples on Request 
Also Samples and Prices on 
White Enameled Thumb- 
tacks on blocks or in boxes. 
:. + & M. whee? 
of Moore Push-Pins and 
Moore Push-Less Hangers. 
r The kind your customers 
expect, 

















MOORE PUSH-PIN CO. (Wayne Junction) eaneatieehe Pa. 


__— i) 
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Classified Opportuni 1e¢ 





—_— 


Use the “Classified 


Opportunity Exchange Section 


Set Solid, Minimum of 5 lines... . .$3.00 


1 inch 





ities Section” to ath Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


Each additional inch............. 4.00 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 
Hardware Age, Classified Oppor- 











Allow One Line for Keyed Address 





Each additional line......... -- 0 tunities, 289 West 39th St., New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 

Each additional line...... cane 4 insertions, 10% off; 8 insertions, 15% Harpwars Acop is published each Thursday 

Average 10 words to a ue off Forms close Ten Days rr evious te date of 


Remittance Must Accompany Order 
Samples of merchandise, literature, ee etc., - Semenng eee than ordinary reforwarding postage should not 
x numbers. 








publication 











BUSINESS OPPORTUNITIES 


HELP WANTED 








HELP SPECIALISTS 
FOR THE HARDWARE INDUSTRY 
MALE AND FEMALE 
EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEPKLY SALARY INVOLVED. 
ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 
Bryant 7374-5-6 


113 W. 42nd Street 
M. Herbert Godschalk—Director—Hardware Division. 








= 





DO YOU WISH TO RETIRE? 


We are prepared to purchase your entire stock on a cash 
basis, no stock too large. Please preserve this Ad for 
future reference. Wire or write. 


DIXON HARDWARE CORP. 
294 Lafayette St., New York City 














FOR SALE—A half interest in a large hardware, steamfitting and 
agg ae business owing to the death of my partner. Business established 
or forty years. GEORGE F. NOWLEN, care Gould & Nowlen, Bath, 


Steuben Co., N 
HARDWARE STORE WANTED in town of 10,000 or less located in 


Eastern New York, Massachusetts or Connecticut. Must be a good stand. 
Address Box H-592, care of HArpware AGe, New York. 


HELP WANTED 














Wanted—Experienced Hardware Man 


Capable of writing good forceful advertising, and assume 
charge of sales promotion, most modern methods, good 
window trimmer and store arrangement for Southern 
Illinois town, 20,000 population. In reply give age, experi- 
ence, references, present connection and salaries obtained. 
Address Box H-591, care of Hardware Age, New York. 











Kh 





erienced builders hardware man to sell contractors and 
owners direct. ust be capable figuring estimates from architects blue 
prints and specifications. Prefer man familiar with Southern trade anil 
customs. Apply to undersigned furnishing reference and giving necessary 
informatfon. State salary expected. BROWN-ROBERTS HARDWARE 
& SUPPLY CO., Alexandria, Louisiana. 


WANTED—Ex 





MAN to take charge of advertising, window trimming, merchandise dis- 
Pact and general sales promotion for group of retail hardware stores in 
acific Northwest. Must be a worker and willing to start on moderate 


salary. Address Box H-584, care of Harpwarz Ace, New York. 





A LARGE NEW ENGLAND MANUFACTURER of tools and builders’ 
hardware requires experienced man of proven ability for States of New 
York and Pennsylvania. Resident of either of above States preferred. Ad- 
dress Box H-604, care of Harpware Acr, New York. 


WELL KNOWN MANUFACTURERS OF DEADLOCKS, latches and 
padlocks want salesman to cover Queens County in New York; also sales- 
man to cooperate with Philadelphia office. Write giving experience and 
Address Box H-597, care of Harpwarz Acrz, New York. 


POSITIONS WANTED 


references. 











A YOUNG EXPERIENCED HARDWARE EXECUTIVE 
AND SALESMAN with exceptionally successful nine year record 
as New York Branch Manager for Western Manufacturer. making 
staple product sold to hardware jobbers and exporters, is open for 
engagement, due to merger of his firm with a steel corporation. 
Fully capable and experienced in employing and directing salesmen, 
personal selling, handling credits, collections, and the numerous 
details connected with Branch Office management. Thirty-seven 
years of age, married, with large family, past business record and 
personal history fully available. Address Box H-578, care of Harp- 
WARE AGE, New York. 











Position Wanted 


As Manager or Assistant with either Retail or Wholesale 
House. Thoroughly experienced in hardware and furni- 
ture; fourteen years as part owner and manager of a 
large hardware and furniture store. References as to 
Ty, and character will be cheerfully furnished. Address 
Box H-590, care of Hardware Age, New York. a 














General Hardware, Paints, Oils, Factory Supplies, Iron, Pipe, Fittings, 
have been in my line for a number of years both retail and’ wholesale 
and on account of liquidation am seeking connection, preferably with 
concern whose owner is wishing to retire, or divide responsibility, or will 
consider Factory purchasing. R. B. JONES, Riclimond, Indiana. 





POSITION WANTED—In responsible hardware company or jobber ws 
sales engineer. Fourteen years’ business experience. Age 33. Well 
trained in builders’ hardware, small tools, mill plumbing and foundry sup- 
plies; metals, machinery and screw machine products. Salary secondary. 
Address Box H-593, care of HarpwAre AGcz, New York. 





Thoroughly experienced manager and buyer wishes to connect with 
going concern. Twenty years retail hardware. Best references. In 
position to invest satisfactory amount if desired. Address Box H-605, 


care of Harpware Ace, New York City. 


SALES ACCOUNTS WANTED 








-} 





MANUFACTURERS: 
INCREASE YOUR SALES! 


If you have no Export Department, let me handle your 
overseas business. All transactions in your name. 


Emile Meyer, Room 1169, Woolworth Building, New York City 








~Y 








WANTED-—Salesmen calling on Retail Hardware Trade to sell our line 
of Tool Racks, Rubbish Burners and Cp Commission basis. Write 
for proposition. GRAND RAPIDS W RE PRODUCTS CO., corner 
First and Front, Grand Rapids, Mich. 





SALESMAN Rtren’ } me TO CALL ON retail hardware trade in the 
State of Ohio 4 * ~~ -known manufacturers of tools, cutlery and other 
hardware lines. eferences required. Address Box H-600, care of Hanrp- 


ware Acz, New York. 





SALES REPRESENTATIVES WANTED 


pigeeed hardware salesman to cover Pacific Coast terri- 
tery in the sale o latches, padlocks, etc. For well known manufao- 
turing —— in = . Please give particulars of experience and 
methods of covering jobbers and dealers. ox H-567, care of HARDWARE 
Acz, New York. 





WANTED—Ex 
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SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








Regional 
Sales Representatives 
Wanted 


An established manufacturer of a kitchen appliance is 
selecting sales representatives equipped to energetically 
push this item—preference given to those carrying allied 
lines going to department, hardware and housefurnishing 
stores. Give complete details in confidence. 


Address Box H-587 
Care of HARDWARE AGE, New York City 





DISTRICT 
SALES REPRESENTATIVES 
WANTED 


A well known and established manufacturer is 
selecting sales representatives for a new line of 
wheelbarrows. Representatives must call reg- 
ularly on hardware jobbers. Attractive com- 
missions. Territorial contracts. Excellent 
factory cooperation. Give complete details of 
experience, territory and lines now carried. 
Address Box H-606, care of Hardware Age, New York 














aaa 








Sales representatives wanted 


For 2 Southern territories by manufacturer of locks, knobs 
and miscellaneous builders’ hardware. 

Territory No. 1—North Carolina, South Carolina, Georgia 
and Florida. 

Territory No. 2—Mississippi, Alabama, Tennessee and 
Kentucky. 
Want experienced builders’ hardware men on commission 
basis. Address, Reading Knob Works, Reading, Pa. 





MANUFACTURERS of full line of household specialties want local 


representatives in all important cities to handle line on commission. De- 
partment houses, premium concerns, are all big users. State experience, 
lines handled and territory covered. We want none but those who can 
“make good.”” For such our proposition is an excellent one. Address 


‘S. H.,” care of: Harpware Acre, New York. 














SALESMEN wanted in all sections calling on hardware dealers to sell 
Glass Cutters and patented Wire Stripping and Cutting Pliers. Excellent 
opportunity for live wires working on attractive commission basis. Address 

ox H-568, care of Harpware Ace, New York. 





WANTED-—Salesmen calling regularly on the hardware and automotive 
jobbers to sell high grade grinding wheels; also sharpening stones under 
private brand. Something that appeals to the jobbing trade and a repeater. 
Liberal commission. GOODRICH GRINDING WHEEL CO., 1500 W. 
Madison St., Chicago. 








Want a Good Hardware Salesman? 


The quickest way to locate one is through an ad 
in the “Classified Opportunities Section” of this 
paper. 

It’s the place where good hardware salesmen look 
first for real opportunities. 


TAPLIN EGG BEATERS 


A full line to meet every requirement— 
Family Size—Hotel Size—Cup Size. Mam- 
moth Size for Restaurants and Hotels. The 
standard Egg Beaters for over 30 years. 


The Taplin Mfg. Co., New Britain, Conn. 

















Welding Compound is best by every 
test. Makes mee | of any steel as 
easy as Iron. it and increase 


your sales. 
Made only by 
ANTI-Borax Compounp Co. 
Fort Wayne, Ind. 











Permanent magnet which holds 


Robertson “Horseshoe Magnet” Hammers 
oy ee a 


(the a offered) at the Panama-Pacific Exposition. 


Good profi 
Teak tt Citen Wade tenth eatnaie © 8. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 











Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 











Get Your Seed Department Ready 


Now is the time to start making friends 
with attractive display cartons of Landreth’s 
Garden and Flower Seeds. Make up a list 
and let us quote you on our tested seeds and 
Mixed Lawn Grass. Be sure of your stock. 


enwews J). Landreth Seed Co., Bristol, Pa. 








HACK "LENOX” saws. | 


2 ND 
UNIFORMITY * OISTINCTION 


“The Tools in the Plaid Bow” 


AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 7 


HACK SAWS - BAND SAWS =- SCREW DRIVERS - GLASS CUTTERS 











Plain or enameled 


STRATTON ™**.o.en 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 
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Profits / 


bw just pure selfishness on 
our part that we make Lowell 
Sprayers of extra heavy mate- 
rials and double test every one of 
them, even the most inexpensive 
tin sprayers; for we want Lowell 
Sprayers to be the fastest selling 
sprayers in the world—to main- 
tain the leadership they estab- 
lished twenty-five years ago. 
The extra quality we put into 
them is all extra value; for 
thanks to huge volume produc- 
tion and specialized machinery 
we can build this extra quality 
into Lowell Sprayers and still 
sell them at the price of ordinary 
sprayers. 
Obviously superior merchandise 
that costs no more is by far the 
most profitable to handle. Then 
why not let Lowell’s superiority 
increase your profits? 

Write for Catalog and Prices 

Lowell Specialty Company 
LOWELL — MICHIGAN 
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Every Home a Prospect 


Every home needs a garbage pail at this 
time of the year, and a Witt gives you a 
chance to make three times the profit you 
would make on an ordinary pail. 


Display it where your customers can 
examine its splendid construction: spe- 
cial analysis sheet steel, deep closely- 
pitched corrugations, double-locked 
seams, steel bands top and bottom. 


The Witt guarantee protects you and 
your customer—three times the life of 
the ordinary pail. 


Witt Cans and Pails are used in some of 
the most progressive institutions of the 
nation, and sold in the leading stores of 
the principal cities. 


Phone your jobber a trial order, or write 


The Witt Cornice Company 


2111 Winchell Ave. 
CINCINNATI, OHIO 


Manufacturers of 


Wil A 


CORRUGATED 
"CANS and PAILS» 


Ask about the Brighton Line of Cans and Pails—medium weight 
with quality above the average and paying a nice profit. Use it 
as a special to bring them in. 
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iy source of 


profit on chain specialties 


N thousands of hardware stores 

throughout the country there’s a 
well-thumbed catalog of chains and 
chain specialties—our catalog. It 
shows and describes chains in 11 
distinct patterns, 118 sizes, and 8 
finishes. There is a chain for every 
use which a hardware dealer is 
called on to supply. 


There are chains especially adapt- 
ed for use on the farm—chains for 
the building trades — chains for re- 
pairs around the home—chains that 
sell like the proverbial “hot cakes” 
when merely displayed in your store. 


And it is in this latter class of mer- 
chandise that your greatest interest 





lies, for chain specialties mean 
quick turn-over and quick profits. 


Right now, you can sell Cow Ties, 
Tie-Out Chains, Hammock and 
Porch Swing Chains, Dog Leads, 
Tow Chains, Spare Tire Lock Chains 
and Auto Pull-Out Units. Simply 
put them on display. Dress a win- 
dow with chains—it will pay you 
well. And check up your stock of 
chain specialties now — order 
through your Jobber. 


$03 SVAN PRVVVETS SO 
3934 Cooper Ave. Cleveland, Ohio 
Established 1886 


Be sure to ask your jobber 
about the Hodell Tire 
Chain Sales @& Service Sta- 
tion—the newest and most 
profitable way to sell tire 
chains. Or write direct 
for complete information. 





Chain Specialties 
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‘a POLL TEMPERED 
DEEP STAMPED - D-E ; ‘Ne TO PREVENT 
GILT FILLED” ct =. Le, | |BATTERING 


TRADE MARK REGISTERED 
U.S.PATENT OFFICE 








~ PATTERNS WEIGHTS: 





Potentea 


DIAMOND EDGE 


Sh apetece 





SHAPLEIGH HARDWARE CO. 


INTERNAT TONAL DISTRIBU TORS 
ABLISHED 


DIAMOND EDGE Ain, ‘DIAMOND FDGE 
Axe Weage Used in TOOLS Ds : 0 CUTLERY 
our Handled Axes OW) 


‘deamon FocE 1s 4 QUALITY PLEDGE” 




















Shapleigh National Series No. 








